
WHAS-TV soon on the air will be represented 

nationally by Edward Petry and Company . 

Petry has represented WHAS since 1933. 



VICTOR A. SHOLIS, Oirecfor . NEIL D. CLINE Soles Diretfof 

ASSOCIATED WITH THE COURIER-JOURNAL & LOUISVILLE TIMES . AFFILIATE OF THE CBS TELEVISION NETWORI 
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Tide promoted as 
non-rinse detergent 
after Surf's lead 



Will station experts 
pool talents? 



Son helps hypo 
Crosby's Hooperating 



BMB's second study 
reveals in-town 
station gains 



Railroad execs 
interested in 
TV advertising 



Networks expand 
sales research 
facilities 



Transit radio 
gathers proof 
of results 



13 February 1950 

P&G's Tide, previously advertised without any non-rinse attribute, is 
now being sold nationally as a non-rinse detergent. Idea was first 
used by Lever Brothers' Surf and in three major cities. Sales 
equalled Rinso's one month after inception of advertising. Lever is 
producing Surf in limited quantities; Tide is being manufactured for 
national distribution. 

-SR- 

Election of Vic Diehm, veteran broadcaster-owner of WAZL, Hazleton, 
Pa., to vice-presidency and directorship of WHOL, Allentown, Pa., 
indicates possible trend toward pooling of station know-how in grow- 
ing competitive era. With too many stations in practically every 
market, it's survival of the fittest. 

-SR- 

When Bing Crosby's youngster appeared on his show 18 January, he gave 
papa's rating a boost. In the 17-24 January poll, Bing jumped from 
seventn place to third. Jack Benny, witnout offspring but with wife, 
continues to hold top position. 

-SR- 

Study number two, released early in February, points up gains by in- 
town stations. BMB headquarters' services are available to adver- 
tisers and agencies in analysing and processing BMB material. (See 
page 26. ) 

-SR- 

Successful use of TV by Santa Fe has been a source of encouragement 
to other railroad companies. Most of 90 RR ad managers attending 
annual conference in Chicago expressed definite interest in 
television. 

-SR- 

Both NBC and CBS are gearing for more intensive sales efforts with 
expanded sales planning and research operations. George Wallace 
heads new four-division NBC radio set-up dealing with sales planning 
and presentations. He will work closely with Harry Kopf , vice- 
president in charge of sales. At CBS E. P. J. Shurick, formerly with 
Free & Peters, will move into network sales research under super- 
vision of John Karol, sales director. 

~SR- 

Transit radio is compiling numerous examples of outstanding results 
for national and local advertisers. Antagonism to newest radio 
medium stems mainly from printed media sources anxious to stifle a 
growing competitive threat. 
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Negro disc jockeys 
number over 80 



1950 looms as big 
year for spot 



Colgate- Pa I molive- 
Peet buys fifth 
African program 



Lever Brothers to 
spend $2,500,000 
for TV in '50 



Newly compiled list of Negro disc jockeys shows rapid increase in 
programing for colored audiences. Earlier list contained less than 
50 names ; new one has more than 80. 

-SR- 

Early forecasts of increasing use of spot radio in 1950 are material- 
izing. Responsible spot sources report substantial increase in 
January spot radio advertising over previous year, with new auto and 
anti-histamine announcements leading the parade. During early 
February trend continuing. Medium's flexibility is appealing factor 
in face of changing conditions. 

-SR- 

Colgate continues to make effective use of radio in foreign markets. 
Company has bought fifth South African program: "King Cole Court," 
15-minute transcribed musical. Programs and spots give Colgate 
national coverage in South Africa. 

-SR- 

Lever Brothers will allocate $2,500,000 for television advertising in 
1950. Money is to be added to annual ad budget. Allocations for 
other media will not be reduced to include new medium. P&G has 
appropriated $1,500,000 for TV on an experimental basis. 

-SR- 

Miles Laboratories anti-histamine product Tabcin is being plugged on 
three network shows: "Edwin C. Hill"; "One Man's Family"; "Ladies 
Fair." Tabcin is advertised on 11 broadcasts a week. Two of pro- 
grams are on Monday-Friday. 

-SR- 

NBC's 2% hour Saturday night TV stint looms as a $4,560,000 annual 
business. That's gross takes when "Saturday night" is sold solid to 
15 advertisers. Cost to each is about 35 percent of weekly full page 
schedule in LIFE, Twenty-two stations will be included in network. 
Program starts mid February. 

-SR- 

Boost for E. F. McDonald's (Zenith) Phonevision, prior to FCC ap- 
proval of pay-as-you-use telephone-TV system, is decision of movie- 
maker James A. FitzPatrick to spend $200,000 of his frozen European 
funds making two-reel Phonevision subjects on Continent. Fitz- 
Patrick plans production in March if FCC okays system. 

-SR- 

Croup stations Westinghouse Radio Stations is new3st group to establish sales office 
establishing in New York. Eldon Campbell, sales manager of Kex, Portland, is 



Miles anti-histamine 
candidate sponsors 
three net shows 



NBC's "Saturday 
Night" Big 
Business 



$200,000 for 
Phonevision films 



New York 
sales offices 



National Sales Coordinator starting 15 February. Two years ago Fort 
Industry Stations opened similar New York office with Tom Harker in 
charge, and Fort Industry success is setting pattern. New York sales 
offices work closely with national representatives. 



-please turn to page 34- 
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OUT-OF 




RADIO AUDIENCE 

is important 
in Winter as well as Summer 



The Second Report on OUT- OF -HOME 
radio listening in New York, just released, 
clearly establishes the stability of the OUT- 
OF-HOME audience. It was almost as large 
in November, when this study was conducted, 
as it was in August, the period covered in 
The First Report. 

The constancy of this audience, as well 
as its vast size — one out of every two New 
York families had members listening to the 
radio OUT-OF-HOME daily in November- 
further emphasizes the common sense of 
radio's counting its entire bouse, AT-HOME 
and OUT-OF-HOME listeners. 

The Second Report makes this TOTAL 
count a practical reality. For the first time 
ratings are now available for OUT-OF- 
HOME listening by '/4-hours from 6 a.m. to 
12 midnight, exactly as in the standard 



monthly AT-HOME rating studies. These 
OUT-OF-HOME figures can legitimately be 
combined with the AT-HOME ratings to 
determine the TOTAL radio audience by 
stations for any Vi-hour. Both surveys are bv 
PULSE, conducted simultaneously and using 
the same sample. 

There are vital facts for radio time 
buyers and advertisers in The Second Report. 
OUT-OF-HOME listening habits do not 
always conform with AT-HOME radio pref- 
erences. Certain times and certain programs 
are greatly enhanced in value, while others 
benefit little. Every time period needs to be 
re-.eyaluated ! 

A limited supply of "The Second Report" 
is available. Write for it to WNEW, 565 
Fifth Avenue, New York 17, N. Y. Or ask 
a WNEW representative for a copy. 
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ARTICLES 



Spot, network, or both? 

Some simple guide rules that will help you decide how to use your national 
radio budget 



n-iiaij at the Waldorf 

National leaders will attend LIGHTNING THAT TALKS premiere I March 



17 



20 



Vo siesta for Chiquita 

How a synthetic senorita educated and expanded the banana market 

TV dictionary 

SPONSOR presents the most complete compilation of TV terms and definitions 
gathered to date 

Auto advertisers van do better 

Shrewd use of radio can spell success in I950's tough buyer's market 

Yardstick #2 

New 8MB survey reveals you can't judge 1950 listening by 1946 statistics 

After tnidniyht 

A SPONSOR analysis of the commercial possibilities of reaching the midnight- 
owl millions 



24 



26 
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IN FUTURE ISSUES 
Now to crack a stone wall 

What part radio played in Taylor-Reed Corporation's 1949 $2,000,000 gross. ^ 

The story of a "ten-year wonder" I' eb. — 

Markets on the move 

Transit radio, currently in 19 areas, piles up exceptional results h Cb. 2 

Women** participation shows 

Women's programs are proving slick salesmen of products ranging from mops 

to mink coats I 1 eb. 2 

The waitina farm market 

Farm income and demand for electrical appliances hit an all-time high, but 
radio is generally missing the boat 



NOW YOU CAN SEE AND STUDY 

70 of Television's 
Most Successful Commercials 



9 * * 



PRIVATELY.. .RIGHT IN YOUR OWN 
OFFICE. ..ALL ON ONE 
FREE FILM! 





To fulfill many requests which we have had from advertisers, 
and their agencies, to study the distinguished television commer- 
cials produced by Sarra, Inc. for leading television advertisers, we 
have prepared a special film featuring 10 of television's most successful 
commercials. This film is available for you to have and study right in 

your own office for as long as you 
want it. Others will follow periodi- 
cally. All you have to do is fill out 
the coupon below and send it to our 
nearest studio. We will immediately 
make this film of 10 successful tele- 
vision commercials available to you. 



AMONG TELEVISION'S MOST SUCCESSFUL 
ADVERTISERS ARE THESE SARRA CLIENTS: 
Amion • Amurol • Baliantine Ale & Beer • Blatz 
Brewing Company • Bulova • Eastman Kodak 
Company • Eversharp Schick • Heed Deodorant 
Heitle Candy « Krueger Brewing Company . Lucky 
Strike Cigarettes • Lustre Creme Shampoo . Miller 
High Life Beer . National Shawmut Bank • Pepsi- 
Cola Company • Sante Fe Railroad • Tasty Bread 




Please send me the free film featuring 10 of television's most successful commercials. 





new yokk ■ Chicago • Hollywood 
200 EAST 56th STREET, NEW YORK 22, N. Y. 
16 EAST ONTARIO STREET, CHICAGO II, ILLINOIS 
445 S. IACIENEGA BOULEVARD, HOLLYWOOD 48, CAL. 



NAME TITLE 

COMPANY 



STREET. 



CITY. 



I would like to study this film for weeks. 



Dept. S 



PHOTOGRAPHIC ILLUSTRATIONS • MOTION PICTURES • SOUND SLIDE FILMS • TELEVISION COMMERCIALS 
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paq • Year after ye Qr 
pdf^MUMC Staqs out ^ 




WMCF 
WMCT 



Sure, there ore other radio stotions 
in Memphis, ond there ore good 
programs on those stations,- but it is 
significant that FOR THE PAST FIF- 
TEEN YEARS, WMC HAS CARRIED 
MORE NATIONAL, REGIONAL 
AND LOCAL DOLLAR VOLUME 
ADVERTISING THAN ANY OTHER 
RADIO STATION IN MEMPHIS. 

WMC has mode a reol place far 
itself in Memphis — and there is a 
ploce for you on WMC. 



a "selective" medical advertiser has broad- 
cast 52 weeks each year over WMC far a total 
af 5,070 programs. 

(Name furnished on request.) 



NBC-5000 
WATTS -790 

MEMPHIS 

50 KW Simultaneously Duplicating AM Schedule 

First TV Station in Memphis and the Mid-South 

National Representatives » The Branham Company 
Owned and Operated by The Commercial Appeal 



510 Madison 



We should like lo recehe j our book- 
let entitled ''99 Case Histories" which 
deal with a large variety of television 
successes. 

If there is any charge for this book- 
let please let us know at once and a 
rheek will be sent along, although we 
understand it is available to sub- 
scribers. 

John T. Farqkhar 
Devereux & Company Inc. 
Utica. ,V. Y. 



We are currently planning a TV 
pitch to one of the big department 
stores down here and need as much 
background material and success 
stories as we can possibly get. 

I am sure that in the last year you 
folks have run a number of back- 
ground stories as well as success stories 
on department stores and specialty 
shops in TV. I would certainly appre- 
riate your sending along any material 
that you have. 

Robert S. Mai mer 
Television Director 
Henry J. Kaufman & Associates 
Washington, D. C. 



I am interested in obtaining a copy 
of your "99 Case Histories" covering 
TV successes on the part of depart- 
ment stores. If there is any charge 
for this pamphlet, please bill nie per- 
sonally. 

W. Arthur Field en 

Detroit Manager 

Radio and Television Department 

Cam pbell- Eu:al d Com pa n y 



I have been an avid follower of your 
magazine since its first issue, and find 
it extremely helpful. Recently my only 
copy of your TV Success Stories was 
lost, stra\ed or more probably stolen. 
\o doubt more of your TV case his- 
tories have developed since that print- 
ing. I would appreciate your sending 
me the original 83, and any supple- 
ments that have been printed by spon- 
sor PUBLICATIONS in the time that has 
elapsed since then. 

H. J. Stvpi.eton 
Television Director 
Harlow Advertising 
Syracuse 
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For... 

complete coverage 




ook to WflTN 



WHTN's.5 mv/m contour 
wraps up the rich Huntington 
market better than any other 
station, regardless of power. 
Cost is lower, too. Add to this 
an FM bonus on WHTN-FM, 
most powerful FM station in 
the Central Ohio Valley, and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take a 
look at the Huntington Market 
...$300,000,000 in retail 
sales... then make up your 
mind to get your share by 
using WHTN and WHTN-FM. 

THE POPULAR STATION 
800 KC W W I I | | ^| .7**. 



1.000 WAITS 



00-S MC 
SI 0OO WATTS 



HUNTINGTON, W. VA. 

For availabilities rates and 
other information, wire, write 
or phone 

Pace- Wiles, Inc., Advertising 
Huntington, West Virginia 
National Representatives 



In cooperation with our local de- 
partment stores we are endeavoring to 
accumulate a list of successful televi- 
sion sliows that have heen used by de- 
partment stores or any type of retail 
establishment. We are specifically in- 
terested in the format of the particular 
show and if possible any examples of 
concrete results. 

Stark 
KING 
Seattle 

• v,rn\ significant department store TV buc i 

rcs^es an* recorded In "99 TV Hesults." A new 
edition of "TV Heaulls" containing 199 results 
will be published Iain tn February. This will be a ( 
"bonus** to SrO.N'SOH subscribers 



KIDDING MR. HOOPER 

Just thought the following might be 
of interest to you, as a little short note 
kinda* kidding Hooper and Coulan : 

VrrE\TI()i\ MK. HOOPER AND 
YIR. CQNLAN — In a recent campaign 
conducted in the city of Hannibal, Mr. 
Herb Tuttle, manager of the Gamble- 
Skogmo Store made his own survey. 
The campaign consisted of station- 
break announcements over Radio Sta- 
tion KHAIO. advising listeners on the 
merits of Coronado appliances, and to 
be on the look-out for "the Friendly 
Gamble Alan when he called at their 
door." In the follow-up, the appliance 
man made 27 calls and in all 27, was 
received with the information that the 
housewife had heard the announce- 
ments. 

Wayne W. Chi be 
Ceii era! Manager 
KIIMO 

Hannibal Mo. 



HONEST REPORTING 

Timed as it is, just before our 4th 
survey, and just before BMBs release 
of its current reports, the article in 
your 16 January issue entitled "BBAI 
Works in Canada" will do a fine bit of 
selling for BBM and some much need- 
ed needling for those stations in the 
United Slates who are slow to see the 
definite benefits of BMB (or its suc- 
cessor) . 

We would he the first to agree that 
station audience measurement has not 
reached the ultimate. There will al- 
ways be changes of one sort or another. 
But we are sure most everyone will 
concede that constructive steps have 
been taken, and that given time, all 
difficulties can be ironed out. 

(Please turn to pa^e 62) 




are on CKAC 
because CKAC 
reaches 
450,000 
French radio 
homes, 
or 7 

ouf of every 10 
in Quebec 

CBS Outlet In Montreal 
Key Station of the 
TRANS-QUEBEC radio group 

CKAC 

MONTREAL 

730 on the did • 10 kilowatts 
Representatives 
Adorn Ji Young Jr. - New York, Chicago 
William Wright - Toronto 
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Forecasts of things to come, as 
seen I v stoy-oh's editors 



Outlook 



Cigar manufacturers look 
to spot radio to spur sales 

In l')20. over 8.000.000 cigars were sold. Last vear. with 
the ahove-1 1-year-old population 20.000.000 higher, only 
5.600.000.000 cigars were smoked. The total dropped 
200.000.000 from 194<".. To combat this alarming decline, 
radio spot advertising will be emphasized. Meanwhile, the 
American Cigarette and Cigar Company, which was count- 
ing on its half-hour weekly CBS program starring Joan 
l)a\ is to boost sales of its Roi-Tan cigars, is discontinuing 
the show after 3 March. 

Supreme Court may rule 
on TV film censorship 

Like main a movie company, TV and commercial film 
makers arc being plagued by state and local film censors. 
To rectify this threat U> free speech, a Federal court has 
decided thai, since T\ is in interstate commerce, the FCC 
is in full charge. The Supreme Court may rule n?xt on 
this decision, 

FM stations showing 
increase not decline 

With Transit radio. Sloreeasling. and other functional 
forms as stimuli. FM is not jet ready to be counted out 
of aural broadcasting, As of 12 January there were 733 
FM stations on the air in contrast to 704 in January, 1949. 

Larger screen trend seen 
in TV tube sales 

Will) falling prices and an increase in TV set production, 
the purchasing trend is toward larger screen sets. Equip- 
ment manufacturers report that of all the television-type 
cathode ra\ lube- bought recenlx over half were over the 
12-inc h size. 

Out-of-home listening 
bonus to be explained 

'I he sizable ad\ eriising bonus that radio sponsors have re- 
ceived for vearsvia auto radios; restaurant, beaulv parlor, 
and barber shop listening; beach and outdoor entertain- 
ment audiences will soon be explained. Pulse studies, now 
made for \\ \ F\\ . Southern California Broadcasters, and 
others, reveals the acheriisiug importance of radio's "Big 
Fins.* During 193(1 the full extent of radio's audience 
will be brought home to advertisers. Fuiiher lisdit on this 
important subject will come from studies showing times 
of dav when on l-of-bome listeners arc at their peak, what 
I) pes of audiences predominate at specific periods. Hale 
cards may, in some cases, lie adjusted when full scope of 
uncounted audience is determined. 



Frozen milk concentrate looms 
as future industry 

Because of the boom in frozen orange juice, many com- 
panies are now working on methods to put frozen milk 
concentrate into cans. The frozen milk, cheaper than fluid 
milk, may be available to retail customers in about two 
vears. Meanwhile, Minute Maid Corporation, which makes 
frozen juices, plans to spend some $2,000,000 in advertis- 
ing. This will include a heavy radio spot campaign. 

Radio, TV sales hit 
a new high in 1949 

Dollar sales of radio and television sets hit a new high last 
year of $850,000,000. This is a 13 percent increase over 
1948 sales. With an increase in radio receiver sales and 
the selling boom on TV sets. 1950 looms as another banner 
year for manufacturers. 

Brazil and Canada plan 
TV stations 

A Brazilian radio network plans to construct a TV station 
in Sao Paulo which is expected to go on the air next sum- 
mer. In Canada, plans for stations in Toronto and Mon- 
treal are in progress. It won't be long now before Ameri- 
can advertisers are able to plug their products via video 
in the rich Brazilian and Canadian markets. 

Radio-in-every-room can be 
important selling point in 1950 

Of the 8,000,000 radio sets sold in 1949 fat $320,000,000 
retail) 6,000,000 were table models mostly for the "radio- 
in-every-room*' market. This could be the radio manu- 
facturers' best market in 1950, too. With daytime TV pro- 
graming still in the experimental stage, radio can easilv 
monopolize the da) lime audience while battling video for 
the evening listener (viewer). A radio-in-every-room for 
the children. I lie busy housewife, or one for Dad to hear 
his favorite program can be the "gimmick" to increase 
radio set sales. 

Commercial shortwave source 
of revenue for stations 

Privatelv owned shortwave stations can look lo American 
industry having factories abroad to advertise via their 
wavelengths. Station WKl'L (Boston) 250.000 waiter has 
signed International General Flcctrie Company as its first 
client. Success of this venture mav encourage other indus- 
trial firms lo beam commercial programing abroad. 

1950 prospects given 
for radio, TV set sales 

Total radio. TV and record player purchases for 1950 are 
estimated at $7 10. 000.000 or an average of $17.60 per 
familv. This is 7.5 percent of the national total to be spenl 
for all product groups. 

Used-car dealers plan 
1950 radio promotion 

Willi the auto induslrv stepping up its 1950 advertising 
budget, local used-car dealers hope lo keep pace with their 
promotional elTorts. Present plans call for the used-car 
dealers lo spend $15 per ear sale for radio promotion. 
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for grocery store products - 






Wore 
\&M TENDER! 

DELICIOUS! 



COCO- 
WHEATS 




HAL CULVER 





AL TIFFANY 



Products are accepted at once as friends in the 
millions of Chicago-Midwest homes where they're 
introduced by the WLS personalities who visit 
these homes every day — and bring the friendly 
kind of radio service for which WLS has always 
been noted. 

In 1949, more than 100 famous names in 
food store products used WLS as a sound way 
to make friends and step up sales among the 
substantial, home-loving families of Chicago 
and its surrounding 4-state area . . . the big; 
region where people in city, town and farm 
depend on WLS for accurate information, 
for dependable advice and for clean, fam- 
ily-style entertainment. 

High on the loyal listening list is WLS 
Feature Foods, unique in its friendly, in- 
formal selling of grocery-store products. 
The WLS sales manager or your John 
Blair man can tell you more about 
how you, too, can use WLS person- 
alities to increase your sales in this 
market WLS has always programmed 
for. Meantime, send for your free 
copy of the information-packed 
Feature Foods booklet, "How to 
make this WLS -Chicago market 
your market." Address Sales Man- 
ager, WLS, Chicago 7, Illinois. 




CLEAR CHANNEL Bone of the NATIONAL lam Dance % CHICAGO 7 



890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE, REPRESENTED S\ BY JOHN BLAIR AND COMPANY 
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Extra ! ! 



"Mr. President" and W illie WISH 
have just been re-eleeted 
by a landslide vote. 

Yes, Morris Plan, one of the leading financial 
institutions in the Indianapolis market, 
has just renewed the popular 
"Mr. President" program for a third term. 
This is typical of many successful firms 
that have found that long term 
advertising on W ISH does the job. 



that powerful puller in Indianapolis . • • 





OF INDIANAPOLIS 
□(filiated with AMERICAN BROADCASTING COMPANY 
GEORGE J. HIGGINS, General Monaqer 



13 Fehruurg 19.7© 



Xetr ami renew 



These reports appear in alternate issues 



New on Networks 



SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration 



Anahist 


I note. Cone & IteMing 


M BS 


355 


True or False; Sat 5-5:30 pm ; January 


Honey's Dari-Rirh 


^urnnun it Co 


MBS 




Radio Harris llolljwood News; Sat 5:30-15 pm 


Columbia Itrcordinga lnC 


McCann Krick*on 


CBS 


58 


Th» I. I' Becord Parade; Sun 4:30-5 pm; Ft* 5; 13 wks 


Doubleday & Co 


Ilubrr Iloge Sons 


■MBC 


43 


Kdwln C. Hill Farts Unlimited; Sun 4-4:30 pm; Jan 18; 13 wks 


Doublcday & Co 


Iluber Iloge *K Sons 


A ItC 


61 


Jarque4 Fray (Music) Sidney Walton (News*) Sat two 15-minute are. 

ntewfs Immediately after the Metropolitan Oprra 


Globe Mill. 


l,co Burnett 


CBS 


12 


Fan To Be Young; Sat 2:30-3 pm; Jan 7; 52 wks 


Kellogg Co (IVp) 


Kenyun *t Frkharrit 


MBS 


65 


Mark Trail; MWF 5-5:30 pm; Jan 30 


Miles Laboratories 


Wade 


MBS 


•no 


Ladles Fair: M-F 2:15-30 pm; Feb 6 


Benjamin Moore 


St. Ctuirzr* H Keyos 


MBS 


375 


Your Home Beautiful; Sat 11-11:15 am; March 4 


Quaker Oali Co 


N€M*dli;im, Louh A Itrorby 


CBS 


38 


Grady Cole & The Johnson Family; MWT 2-2:15 pm ; Jan ft: 52 wks 


Quaker Oats Co 


Nrcilhum, Lou i & Brorby 


CBS 


17 


Lou Chlldre; T, Th 2-2:15 pm ; Jan 16; 52 wks 


Shulton Inc 


H'etiley Associates 


NBC 


13 


Fnu To B Young; Sat 2 :30-3 pin; Jan 7; 52 wks 


fm. H. Wine 


Thwlng A Altinau 


CBS 


53 


Get More Out of Life; Sun 12-12:30 pm; Jan 22; 13 wks 



Renewals on Networks 



SPONSOR AGENCY NET STATIONS PROGRAM, time, start, duration 

A Huts Milling Co F.rwln, Waiey .NBC 13 Aunt Mary; M-F 3:30-15 pm Par time; Jan 13; 26 wks 

Norwich Pharmaral Co HruH.ii & Bowles ABS 232 The Fat Man; F 8-8:30 pm ; Feb 10; 52 wks 

Seeman Brothers Ine Win. II. Weiltlrmih CBS 170 Allan Jackson & The i\ews; Sat 11-11:05 am; Jan 28; 52 wks 



National Broadcast Sales Executives personnel changes) 



NAME 


FORMER AFFILIATION 


NEW AFFILIATION 


1 sabel Riasini 


MRS, \. \. t continuity acceptance dept 


Same, asst dir of religious program" 


John J. Coir 


WDTV, Pit tab. sis sve mgr 


Same, acct exee 


James Crawford 




WPEN. Phila., sis mgr 


John Rhys Evans Jr 


Frcderie W. Ziv Co., \, V., nurthw est rep 


KOMO, Seattle, aect exec 


Frank Falknor 


VVIiUM, Chi., genl nigr 


CHS, X, V., vp in charge of program operations 


Albert E. Foster 


Let <*r Rrothers, N. Y. ( dir of media 


Law renee, M ass., stn mgr 


William C. Gittinger 


CRS, N. V., vp ]n e barge of AM network bis 


Same, vp and asst to pres 


Robert P. Heller 


CRS, X. V., head of documentary nnlt, exec prod 


Same, \. V. dir of programs for radio network 


Andrew 1. Keay 


ARC, IN. V.. traffic and stn rel dept 


WK1L-TV, Phlla., charge of tv sis sve 


Marlon Lennox 


MRS, \. V., continuity acceptance dept 


Same, asst dir of continuity acceptance dept 


Dean Linger 


WX'V/, Detroit, proin-pnbl dir 


ARC, Chi., central division, *l« prom mgr 


Nurman Louvau 


KROVFM, S. F M romml rep 


KRON- I V, S. F., si* mgr 


Sarkett Miles 


FUke & Seheyhing, N. Y., statistician 


NRG, N. V., nigr of AM sis sve 


Arthur MnndorfF 


WPAT, Paler«.ou, N. J., as*t vp 


WOR, X, V., sis dept, aect exee 


Victor T. Norton 


Ameriean Home Foods I no, V. Y_, pres 


XRC, X. V., vp for administration 


Frank J. Reed 


INRC, N. V. 


Same, tv wis sve dept nigr 


Ullbbell Robinson Jr 


ClSS, N. V., %p in charge of network program* 


Same, supervisor of all radio and tv programing 


Ralph A. Sayres 


K V \V. Phi In., co mini ingr 


WMBW, Miami Heacli, acct rxee 


James M. Seward 


( IIS. N . ^ .. \|i in charge of operations 


Same, vp in charge of business affairs, network programs 


Frank Shakespeare 


WOK. V V. ? bead of radio »U sve 


WOlC-'l V, Washington, D. C, nail spot sis and sve rep (Mr 






Shakespeare will work out of WOR's X, Y, otfice) 


Franklin 11. Small 


Prof rsMir Quiz radio program, managing dir 


WXDR. S* racuse, % p In charge of sis 


Alexander Stronaeh Jr 


ARC, .V V., mgr of tv programs 


Same, natl dir of tv program operation- 


Karl R. Satphin 


ARC, Chi., central division, sis prom mgr 


Same, acct exee 


Charles Vanda 


CRS, western division, exec prod (11 'wood) 


WCAU-TV. Phila., dir of tv 


J. L. Van Yolkenburg 


CRS, >. V,, % p in charge of tv operations 


Same, vp in charge of network sis 



• In next issue: New National Spot Business; New ami Renewed on Television; 

Station Representation Changes; Advertising Agencg Personnel Changes 



Sew «n«f Renewed HI February li)50 



Sponsor Personnel Changes 



NAME 



J U Ml«* 4 W. I>oliald»<lll 

(Clarence- G, Felix 

lly IVcedman 

|\ C. Fre) 

Frlc It. Griffiths 

A. Stanley Kramer 

John F. .Morten 

RjiiiUfl Olrhak 
Charle* Sanf oni 
Martin I* Schcr 
G. F,. *on Hussc- 
Chandler T. White 

William Wvllf 



FORMER AFFILIATION 

standard Brands Inc. IS. Y „, eastern regional sis mgr 
Avco Mfg. Corp, Cincinnati, works mgr of Crowley div 
Hunts Ftiods, Fnllcrton, Calif., gcnl si* staff 
Ani«'i'iraii Maize Prods Co, .N. ^ genl s|s mgr 
1 utcniat iiinal Silver Co of Canada 1. 1 4 1 . sK exec 
Ilirshon-CarficliI llic, N. ^ arrt r\rc 



Air K i tig Pro durt s Co I nr. It rook 1> n. en mini sv e mgr 

A in 4* ri an Maize Prods Co, N . \ ., acet sis mgr 

Admiral Corp CN. ^. d istrihut ing division) genl tols mgr 



General Aniline Work*, division of Getter al Aniline & 

Film Corp, N. V, 
American M aizc Prods Co, Chi., sis 



NEW AFFILIATION 



Phillips Packing Co 1 n«\ (tain bridge, M<1., grn sU mgr 
Same, as&t to genl mgr 
Same, L, A., asst merrli mgr 
Same, a-tst to vp 

Same, ilir an«l vp in charge of sis 
IturHugtou Mills Corp, N. \ ., adv dir 

W est inghoiis.4* Elect ric Corp. Sturtrvant div , 1 I v dc Park, Mass., 

adv and sis prom mgr 
Same, adv ami sis prom mgr 
Same, mgr of hulk -Is dept 
Motorola, ,N. \., genl sl> mgr 

P. Itallant inc *Jt Sons., Newark, N. J., assoc g«*iil sis mgr 
Same, vp 

Same, mgr of centra) div package sis dept 



New Agency Appointments 



SPONSOR 



Adams Corp, ltcloit, Wise. 

Airline Foods Corp, I. in den, N . J. 

Ashley Automatic M ood .Stove Co, Coin mhia, S. C. 
Cameo Curtain* Inc, Chi, 

Carrom Industries Ine, 1 .ndiiigton, Mich. 
Colonial Airlines Ine, N. . 
Colt lleverage Co, New Haven 
l>ejur Amsco Corp, N. "\ . 

Allen II. DnMoiit I.ahs Inc, Clifton, N. J., 
I ht Ea-tern Wine Corp, N. ^ . 

Farmers* and Consumers* Dairy, M**rristt*wn, IN 1 . J. 

Kemode 1 imndal iitns, \. ^. 

France Lah«rat«rie«» I nc, S. 1 . 

CarfieUI lea Co, ItrookK n 

Jean Craef Ine, N. *1 . 

G railrx I nc, It «m*Ii ester 

Crretim.iii Sherrill Fiiriiilnrc Corp. N. 

«,mi Hiiti Pap its Co, Crov el on, N. II. 

llafT- nrrfTer & Co, Uoston 

Ilauford Hotel, Mason City, Iowa 

The limit pohl It rev* ing Co, Cincinnati, II. 

Ideal Macaroni Co, Cleveland, <>. 

Ji-kyll Island Packing Co Inc, Brunswick, Georgia 
Level llrotln rs, N. t . <Jolin F. Jelke division) 
Light Grain & Milling Co, Liberal, K:nis. 
l.issons-l.imh niaii U. S. A. 1 ne, N. \ . 

M assachn^ tts M rat tial Life I n -in ai.ee Co, Springfield, 

M us*. 

Miracohl Ine, Seattle 

C. A Mosso Co v Chieag4i 

Peg Newton, N. \. 

Owens Krass Ine, Iloel«4-sti«r, IS. ^ . 

Parfunts Charhirt Ine, V *■ . 

Pcrf ex Mfg. Co, Sheiniinhmh, Iowa 

Petajan Co, Milwaukee 

Piper A in- raft Corp, Lock Hu* en, Pa. 

C*naker Hats Co, Chicago 

ltcgina Cigar Co, Philadelphia 

P. J. Hitter Co, Itridg.li.n, V J. 

llyan Camly Co Llil, N. *t . 

Ilamhro ll*>n«e of I><sign, N. Y. 

M * C rooiU, Chicago 

Louis Slurry, IS. 1 . 

Silklin Papir Corp* S. F. 

Stella Cheese t.o, Chicago 

'lln* .St4*rllng Insiirame to, Chi. 

Svlvania Electric Pro<loets Ine, N. \. 

1 eg Ciirporatimi, Dallas 

I eiilieNsee ltiscnit (.4>, Nash* ille 

1 ru Cote Manufacturing Co, N. Y. 

I tiea Hr»»p F<irgi* \ 'tool Corp, I'tlia, N. ^. 

War*! Paper Co., Merrill, HI ( Uivislnll of Arvey 

Corp, Chi. ) 
White Star Mill», htannlon, Va. 



PRODUCT (or service) 

Korn Kurls 
Food serv iee 
Wood hiirihiig stoves 
Curt ains 
Fiirnit ure 
\ir trav el 
Itev erages 
Cameras 
Kccciver &1» < li v 
Chateau M;irt in w ines 
r*ro7cn food 
Girdles 
Shampoo 
I ea 

Girartl-PiTr4*gn4i \ wal v lies 

Cameras 

Furnit ure 

Paper pro4lncts 

Pickwick ale 

Hotel 

Itccr 

Alacaroni 
Frozen seaf ooil 
M argarine 

Panc.ikr iM w afflc mix 
liltt rnational t rav <•] 
Insurant-*- 

**iM irac4*hl" 
A»ti»4*ptie 
Fash io ns 

"Sark" cross w anl cards 
P4*rf nine 

Starch and Llcaih 
Powderetl iiH'dt 1 4-mleri/er 
Pip4*r C.nii 

Aunt Jentitnn ready mixes 
Cigars 

Food packers 

" I lojialong Cassiily** eainly 

Home f ii mi shin g& 

Food ilist rihntorK 

Presr rv i*s 

Paper p rndncts 

( .TieeM* 

I lisnraiH'c 

Fleelric proilmts 

"leg '* gU col inhaler 

Itaked goo<ls 

Master Glow ILior p4>lish 
I oi>1 iHiiiinf iieinrera 
"'LiiMlre l>nst< r" 



AGENCY 



Y. 



Mr 



II 4, 



Karl Lll4lgin, Chicago 
Chambers & Wiswcll ln4*, \. ^. 
Hugh A. Ueadwvler, Charlotte, N. C. 
Philhin, Hramloii *K Sargent I ne, N". Y» 
Waldie & liriggs, Chi. 

K«*4lii el <Ljohn stone I ne, N. 
John C. Dowd Inc, Hostoii 
Peek, \. Y, 

Cainjihell-Fw aid C.4» Inc, .N. 
It. C. Morris & C.4», N. Y. 
I racy, Kent & Co, N. *i . 
II. W. Fairfax, N. Y. 
Itiichanan Co, S. F. 
Artwil C ( », N. \. 
N. W. Aver, N. Y. 
Ct-cil tS Preshrey 1 11c, N. ^ . 
Victor A. ltciinett Ci», N. *i , 
John I>ow d I in*. Host 4> 11 
Alley «K K ichards I nc, N. V, 
Schoenfehl. Hnher «S Green, Chicago 
Stockton, West «Jt Hurkhart Inc, Cincinnati 
The Carpi en er Cik, Cleveland 
Lew is Edwin It y an Inc, Washington, I). C 
I1I1DM). N. '\. 

The Paul A. lago Co, Wichita, Kans. 
Yt4*t<ir A. IScnnett Co lite, iS. Y. 
J. Walter Ihonipstm, N. *t . 

?»t rang \ Prosser, Seattle 

Stre4*t X l'inncy , Cli ieago 

Itay.llirsch Co, N. V. 

I lute h ins. It oehester* N. ^ . 

II. W. Fairfax, N. \. 

Iliielia nan -Thomas, Omaha. Nchraskn 

Amlrew, M ilw >itik4 a e 

Do C a rino 1 ue, N . \ . 

Price, Itohinson *K Frank Inc, Chicago 

tvrcsh «,\ Kramer, Pliihnh-lphia 

Lamh «.\ KtM'nej Phi la. 

lllaker, N. \. 

Victor A. Bennett, IS'. Y. 

^1 orris F. S wane > I nc, Chiengo 

ltohlev t.o Ine, N. Y, 

ltotsfortl, Constatitihe *x Gardner, S F. 

Smith, Rrnson *x McClnrc Inc, Chicago 

ltt'incke, Mi*yer *x Finn Inc. Chi. 

Ce4*il »K Preshrey, N. ^, 

1 It. Henderson, Dallas 

L. U . Itoiisli Co, Nashville 

C<*t sch ill ».x ltiehartl 1 nc, N. Y. 

Wilson* I Li sg lit *x W<'lch, II art fori C Conn. 

ltlchanl 11. It raily t*4», Stcv mis Point, Wl scon sin 

i 'onrt land D- Ferguson Ine, Itlchmond, Va. 



ARE YOU FOOLED BY 
GIMMICK HYPOED SURVEYS ? 

(OR ARE WE MEANIES FOR BEING SNITCHERS?) 



There is only one measuring stick, 
KMLB believes, in evaluating listeners 
— and that's by having a KNOWN 
consistent audience built by sound, 
progressive programming. Most time- 
buyers evaluate stations on this basis 
— and buy radio time accordingly, 
even when stations bellow, "Hooper 
says I'm high," or "Conlan says I'm 
first." 

True, audiences are fickle. But never 
fickle enough to stray from its strong- 
est source of attraction which has been 
developed by years of painstaking cul- 
tivation. 

KMLB is 20 years young — the 
youngsters, the oldsters, the new- 
comers, the old settlers, the city folks, 
the farmers, all KNOW KMLB as well 
or better than their closest of kinfolks. 
You might as well knock the props 
from under the Louisiana State Capi- 
tol as try to seduce KMLB's faithful 
audience. 

Agreed, some like to hear the jingle 
of "mike" dollars on silly gimmick 



programs. And they even turn away 
from KMLB just long enough to see 
if they will be called to answer "How 
old are you?" for a dollar. But when 
the give-away gimmicks have spun 
their wheel of chance, they turn to the 
station they have been trained and cul- 
tivated to listen to — KMLB. 



It 



is on this basis of reasoning that 
we know KMLB is first in the "ears of 
its countrymen," even in face of a cur- 
rent Hooper survey which lowers our 
listening temperatures in "SPOTS" to 
only slightly below that of our compet- 
ing station. 

\N^L didn't jingle give-away dollars 
15 TIMES A DAY in our audi- 
ences ears DURING THE 

SURVEY to make our enviable 
showing — (now aren't we the meanies 
for being snitchers?) 

So all we ask is — reason it out — 

GET THE TRUTH, kmlb 

will always be first as long as it keeps 
faith with its loyal audience by better 
programming. 



>f 



KMLB-KMFM 



5000 WATTS-AM 



17,000 WATTS— FM 



MONROE, LOUISIANA 



Affiliated with AMERICAN BROADCASTING CO. 



Rrprrtentrd by TAYLOR-BORROFF CO. 
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Represenfed By 
FORJOE i CO., INC 
. Baker. Jr., General Manager 




Mr* Sponsor 



Charles Ivrwln U if. so n 

President 

General Motors Corporation, Detroit 



Charles Erwin Wilson, president of General Motors Corporation, 
is .-('lifting advertising media with special care this year. The auto- 
motive industry's backlogs and waiting lists arc part of a past era. 
Today, he is selling his cars in a buyer's market. 

Wilson is largely responsible for shaping the overall polities, of 
his division chiefs; it's he who keeps them hitting on all cylinders. 
From his office in Detroit's General Motors Building, he directs the 
operations of the GM empire with calm and searching deliberalion.. 
1 1 1 contrast to his dynamite predecessor the late William S. Knudsen, 
he dislike* making snap decisions. Wilson rarely relaxe>. often re- 
mains at his office through an entire night clearing up urgent matters. 

Wilson made up his mind early. From the time he flipped his first 
light switch, he knew he wanted to be an electrical engineer. And 
he turned out to be a crackcrjack. At 18 he had completed a fotir- 
>eai course at Carnegie Tech in three years and landed a job at 
West high ouso. (Salary: 1<"> cents an hour. I By the time he was 22. 
he had designed the firm's first auto starter motor. 

After the first World War W ilson accepted a job as chief engineer 
and sales manager of Beni\ Electric Company, a CM subsidiary, 
lie became a CM vice-president nine \ear> later; five veais after that 
he was Bill Knndsen's right hand man. When F. I). 11. appointed 
Kiindsen to the State Department in 1910, W ilson took over the Cor- 
poration's top job. Since then the snowy-haired, slow-talking GM 
lioss has deftly accomplished two major feats: rallying the vast GM 
facilities for war production; and reconverting plants at war's end. 

Of General Motors' estimated $10-12.00(1.000 annual advertising 
budget, §2,000,000 is spent for radio. The balk of its air expendi- 
tures is allotted to spot. GM sponsors only one \M network pro- 
gram, a weekly newscast by Henry .1. Taylor. To supplement its radio 
advertising, the firm has waded deeply into television. For Chevrolet, 
leader in the low-price field. CM has two network telecasts: "Chev- 
rolet Tele-Theatre"; and "Inside ITSA."' In addition, it sponsors a 
thrice-weekly TV newscast. In 1050 GM expects to make substantial 
gains in the competitive battle for bigger sales. (See stor\ elsewhere 
in this i>sue for an overall analvsis ol automotive advertising.) 
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SPONSOR* 



iVeit? developments on SPONSOR stories 



p.s 



SgG '. "Baseball listening continues to spiral" 
Issue: May 1948, p. 23 
Subject: V/.ntcr 5^ort:ca3ting 



For the Tide Water Associated Oil Company sponsoring sporting 
events has been a profitable project. Associated is one of t lie leading 
radio and television sponsors of collegiate football and basketball 
games in the far West. Its current schedule of basketball broadcasts 
is the biggest ever to be aired to Pacific Coast listeners. 

This year the games are being carried on more stations covering a 
wider area than in previous seasons. Hie expanded station list means 
Associated's commercials are being heard by thousands of new 
listeners in territories which the firm has never reached before. The 
games are carried over the Intennountain Network of Idaho and 
Utah. In addition, thirty-two prominent independent stations are 
airing the hoop clashes. Associated will sponsor a total of 253 games 
during the regular season. 

The firm's television efforts have been equally as vigorous. Asso- 
ciated is sponsoring the first basketball telecasts in Northern Cali- 
fornia. Stanford and California Universities have granted the com- 
pany TV rights for several of their conference games. During the 
past football season Associated contracted for more than 110 broad- 
casts and eleven gridiron telecasts. The season was highlighted by its 
sponsorship of the nationally famous Shrine East-West football 
classic, over KGO-TV, San Francisco. 

Said Harold R. Deal, Associated's advertising and sales promotion 
manager, who directs its AM broadcast and television activities: 

"Our sportcast schedule takes on increasing significance as a major 
medium of advertising as we participate in a competitive race for 
business during 1950." 



p.s. 



See: "What it costs to use TV" 
IsSUe: December 1947, p. 18 
Subject: Simulated television 



How do yon show an advertiser what bis film commercial will 
look like on a TV screen without tying up the broadcasting facilities 
of a station? 

Many an agency faces that problem. But the Petry Company has 
it licked now. Petry uses a mockup of a TV set with a movie projec- 
tor placed inside behind the screen. Turn out room lights, flick a 
switch . . . zip. the sponsor can sit back .and make his decision on the 
film. The system's called "simulated television." 

"Simulated television" will accelerate the sale of TV film com- 
mercials and shows to prospective clients. It eliminates several major 
roadblocks. When films are shown on large projection screens, cli- 
ents often delay making their final decision until they can see them 
on a TV screen. The agency then has to arrange a showing at a tele- 
vision station; this can only be done when the station is not operat- 
ing, resulting in further postponement of the sale. 

The first installation of ""simulated television" has been set up 
m Petry 's Chicago office. Windy City advertising men. who have 
brought their clients to the company's viewing room, are convinced 
of its value. They agree that this method eliminates the cost and in- 
convenience of station previews. It is a boon to TV sales. 



k-nuz 

SUCCESS 
STORY! 




Mr. Harry Hartley 

Here are tlie amazing fads! Mr. 
Harry Hartley began the Texas 
Engine Service in March. 1948, 
soon afterwards Inning lime on 
KNUZ. In two years' consistent 
use of KMJZ's advertising 
facilities Mr. Hartley has be- 
come one of our major clients, 
and his organization has be- 
come one of the major busi- 
nesses in the Houston area. Be- 
sides the Texas Kngine Service 
Mr. Hartley now owns "National 
Motor Exchange, Ueaumont, 
Texas; International Motor Re- 
building Co.. Houston, supply- 
ing dealers throughout the 
Southwest, and United Motor 
Exchange, l"t. Worth. 



Mr. Hartley says this about 
KNUZ's pulling power: "The 
success of building my company 
to a million dollar business in 
such a short time is directly at- 
tributed to the splendid results 
we've enjoyed from the adver- 
tising on KNUZ. When I 
bought KNUZ it was one of the 
smartest advertising hoys I've 
ever made." 



Let us add your name to 
our i in l>rc$si vp lint of satis- 
fied advertisers — let your 
company's or client's suc- 
cess story be a part of 
the amaziiifi KJSUZ success 
storv ! 



CALL, WIRE OR WRITE 

FORJOE: NAT. REP. 
DAVE MORRIS, MGR. 
CE-8801 

k-nuz 

(KAY-NEWS) 

9th Floor Sconlon Bldg. 

HOUSTON, TEXAS 
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(irbolli? 



Sonic simple rules to help 

you decide how to use 
your national radio liudgei 



Spot radio ad\erlising is to net ad\ erlising what news- 
papers are to national magazines. Wi'h sizable increases in 
advertising forecast for 1950. advertisers will do well to 
ponder the basic rules which indicate whether the major 
radio expenditure should he allocated to network or spot 
advertising . . . or both. 

The basic rules listed on this page are fundamental, and 
almost 100 percent applicable. The \er\ fact that the\ 
seem uncomplicated may be misleading. Most have ramifi- 
cations: each should be sifted earefulh. 

To assist in this sifting process, spovsok has prepared lhi> 
article with the cooperation of network and spot specialists. 
It is readih admitted b\ spot spokesmen that there are cer- 
ain functions that mil} a network program can fulfill; and 
the coiniclion works both wa\s. It is admitted, also, that 
the two overlap and supplement each other. Then 1 are cases 
where a salesman of one will advise his client to hu\ the 
o'her. This isn't altruism. It's simpl\ smart business. A 
successful spot user often becomes a hot prospect for net- 
work ad\ ertising. Forced into the webs prematurely, he 
maj cease to be a radio user at all. 

Let us examine brief!) the accepted rules go\erning the 
decision to bu\ network and or spot; note examples of suc- 
cessful usage: then continue to a discussion of disputed 
points and those needing amplification. 



Examine NETWORK 
if your product . . . 

1. Has national distribution (this does not pre- 
clude spot, but is requisite for net use) 

2. Has year-round market 

3. Has even, high consumer appeal (not affected 
by regional likes and dislikes) 

4. Has large volume of sales 

5. Has large advertising budget 

6. Needs prestige of big-name entertainment 

7. Needs heavy merchandising 

8. Needs large-scale institutional advertising 



Examine SPOT 

if your product... 

1. Has national distribution (see point no. 1 
under network) 

2. Has spotty distribution 

3. Is seasonal 

4. Has distinct variation in 'regional consumer 
acceptance 

5. Is new or speculative 

6. Has limited budget 

7. Needs a pickup in specific markets 

8. Needs to reach |a specific audience at peak 
listening time 



► 



'Cavalcade of America" does top prestige job for duPont Fibber McGee & Molly started slow, but once up the ladder they stayed 



National advertisers in a wide range 
of products, including food, drugs and 
tolacco. fulfill all positive points for 
using network. Cigarettes, tor example. 

Cigarettes have national distribution, 
and popular appeal not seriously af- 
fected I excepting Salt Lake City I by 
regional or sex differences. Certain 
consumer variations do exist. In 
metropolitan Philadelphia. for in- 
stance. 46.7 percent of the women 
smoke: in medium-sized Milwaukee. 
37. 0 percent, and in the comparatively 
small town of Modesto. Calif., 30.3 
percent. In rural and farm areas, per- 
c mages are still lower. Such fluctua- 



tions, however, are so small as to be of 
little importance. A large portion of 
the audience are potential smokers, and 
the good-will angle alone is worth 
using blanket coverage. Philip Morris 
gracefully nods to this portion of its 
audience In suggesting that, even if 
you are a non-smoker, its gracious to 
have Philip Morris in the house for 
guests who do smoke. 

Cigarettes have a steady, year-round 
market, and tremendous volume oj 
sales. Manufacturers" sales reach as- 
tronomical figures. In 1949. the esti- 
mated dollar volume of the Big Five 
was: American Tobacco (Lucky 



Strike). $875,000,000; H. J. Reynolds 
I Camel I. $740,000,000: Liggett & 
Meyers I Chesterfield ). $565,000,000: 
Philip Morris. $260,000,000, and P. 
Lorillard (Old Gold). $160,000,000. 

Because of this volume, cigarette 
manufacturers have a large advertising 
budget. With such high-ceiling ex- 
penditures, cigarettes can also cater to 
all audience tastes, as witness Camel 
with its Boh Hawk quiz show, Jimmy 
Durante comedy show, Screen Guild 
dramatic interlude, and the Vaughn 
Monroe musical stanza. 

( W hile on the subject of tobacco, it 
is not amiss here to underscore a point 
made by several spot spokesmen : net- 
work is a poor buy for products faced 
with a diminishing market, such as 
plug tobacco and cigars . . . high pro- 
gram ratings to the contrary. Latest 
to substantiate this is American To- 
bacco's Joan Davis program for Roi 
Tan cigars. Despite one of the heftiest 
ratings on the CBS Friday night sched- 
ule (11.6. lopped only by Oxydol's 
12.0), the company will not pick up its 
option when the initial 26-week cycle 
ends 3 March. It is apparent that the 
audience is being sold on Miss Davis, 
but not on cigars. Such sponsors, to 
recoup consumer demand, should move 
into high potential markets with a 
program aimed directly at men.) 

Because of keen competition, cigar- 
ettes need heavy merchandising and 
prestige to hold brand preference gains. 




Victor Moore reads part for "Skippy Hollywood Theater" with producer-director Mitchel 



DISTRIBUTION OF PURCHASES BY GEOGRAPHIC REGIONS 



Per cent distribution of purchoses (in pinh) for home consumption by geogrophic regions, ond % U. S. 
families in each. Nov. 1947 through Apr. 1948. Tolol for U. S. - [100%) equols 59,630.000 pints. 
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REGIONAL VARIATION IN COOKING OIL SALES IS TYPICAL OF MANY PRODUCTS WHICH CAN BEST BE SOLD VIA SPOT RADIO 



Network advertising lends itself to 
both with a minimum of effort. While 
a regional or local favorite has excel- 
lent pulling power, national names do 
a comparable job on a coast-to-coast 
basis. Names featured in most pro- 
grams are as familiar to listeners as 
their own; their faces are recognized 
in the remotest hamlets. And merchan- 
dising potentialities are ace high. 
What better brand promotion than the 
Bob Hope, Jack Benny, and Arthur 
Godfrey pictures on holiday cartons? 

Cigarette manutacturers, then, ful- 
fill seven of the eight positive points 
listed for going network (institutional 
advertising will be dealt with separate- 
ly). Does this mean that spot adver- 
tising is not a valid, valuable medium 
for the sale of cigarettes? Definitely 
not. Top ranking manufacturers in 
this and other fields are turning to 
spot (particularly daytime) in increas- 
ing numbers to buttress their network 
activities. It does mean that if your 
product does not possess these pre- 
requisites, network advertising is gen- 
erally a risky and wasteful choice. 

As for institutional advertising . . . 
Spot is invaluable for its ability to 
move in and bolster weak public rela- 
tions in a given area. For clarifying 
labor relations in trouble spots, get- 
ting the straight story across in cities 
where the truth has become distorted 
by rival factions. But for consistent 
institutional advertising, network gets 
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the vote. The established listening 
power, the loyalty built by weekly im- 
pact are the cement which binds to- 
gether consumers, dealers, employees. 
When a "family friend" tells his audi- 
ence each week of the philosophy be- 
hind his product he carries more 
weight than does a flurry of activity 
only when and where public relations 
are strained. 

To mention just two institutional 
programs, neither 21-year-old "Voice 
of Firestone"' (which has never devi- 
ated from its original format) nor 
duPont's 14-year-old "Cavalcade of 
America" attempts product sales. The 



latter often mentions products in its 
'"better things for better living" pitch 
which are not even available to con- 
sumers. Entertainment-wise they do 
a job, too. Firestone's Hooper for the 
first week of this year was 8.4. du- 
Pont's, 7.1. Average rating of all pro- 
grams for the period was 10.4. 

Even with all these positive points 
met, network is often a tough climb. 
Audiences don't mushroom overnight. 
It takes what one spokesman terms 
"the proper temperament,' the main 
ingredient of which is stick-to-it- 
iveness. Johnsons wax had all the 
(Please turn to page 47) 



Hon* daytime listeitiny V€tries by lovitlities 




High quarter hour 


Low quarter hour 


ATLANTA 


4.45 p.m. 


10.30 a.m. 


BOSTON 


1 2.00 noon 


8.45 a.m. 


DES MOINES 


1 .45 p.m. 


9.15 a.m. 


HARTFORD 


1 .00 p.m. 


3.15 p.m. 


INDIANAPOLIS 


1 2.00 noon 


9.15 a.m. 


MILWAUKEE 


1 2.00 noon 


8.45 a.m. 


OKLAHOMA 


2.45 p.m. 


12.45 a.m. 


PEORIA 


10.30 a.m. 


1 .30 p.m. 


PROVIDENCE 


11.15 p.m. 


10.15 a.m. 


SAN FRANCISCO 


9.30 a.m. 


2.15 p.m. 


SPOKANE 


1 1.30 a.m. 


8.30 a.m. 


TAMPA 


4.30 p.m. 


8.45 a. m. 


*Sourcer Hooper City Reports, Fall-Winter 47- 48. 
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THE THREE CHIQUITAS: PATTI CLAYTON, ORIGINAL; ELSA MIRANDA, SPANICH VERSION; MONICA LEWIS, THE CURRENT VOICE 




How a s\ ul hot it* 



Kenorita oil uea led and expanded Hie banana market 



Chiqnita Banana. ( idled 
Fin its golden bonanza gal. 
is one of advertising s busiest and best 
liked personalities. 

She has guest starred on the Fred 
Mien, Edgar I terpen. Dinah Shore, 
RCA Vi< tor. Coca-Cola. Ellery Queen 
and \lec 1 empleton programs; ap- 
peared before Ohio State Cnivei>it\s 
Institute for Edneation b) Radio; and 
with the I lost on Symphony Orchestra. 

She's turned up in the Harvard Lam- 
poon and the ,\ew Yorker; in the edi- 
torial columns of Time magazine and 
the Christian Science Monitor: served 
a- the text of a sermon at the Euclid 



Baptist Church in Cleveland; and was 
parodied In get out the political vote at 
New lou Center. Mass. 

She's hopped to Hollywood for a hit 
part in "This Time for Keep.*.'" with 
\a\iei Cugat and Esther Williams. To- 
da\ she's a movie queen in her own 
right, having appeared in a series of 
oO-seeoiid Technicolor shorts in 8\5() 
theatres throughout the 1. S. During 
the presidential elections, she made her 
informal 1 \ debut, livening up return,-, 
via CBS-TV in Boston. 

She has lent a helping hand to starv- 
ing kids abroad. To get a plea for 
food relief to the greatest audience. 



I nitcd Fruit not only \anked all com- 
mercial announcements, it also added 
HO stations in 38 cities to its regular 
schedule of broadcasts. 

As this article went to press. Chi- 
quita was worried about the New York 
water shortage: she recorded a jingle 
along these lines: "Here's Chiquila to 
sa\ something we should remember 
each day. Our H.,0 supply is getting 
ver\ low. don't use water unless \ ou 
think \ ou oughter." 

She likes to applaud and enhance the 
other fellow's .success, and has spent 
considerable time plugging other fruits. 
During National \pple Week, she was 





AFTER ASTRONOMER IN FILM SIGHTS NEW STAR BUT CAN'T GET IT IN FOCUS, CHIOUITA BRINGS IT IN VIEW. SHE SERVES IT TO HIM, 



Ilea rcl over a national hookup with a 
jingle starting: 

"I'm Chiquita Banana and I've got 
a beau, 

A chap from North America vou 
ought to know. 

His name is Mr. Apple, and he has 
such taste. 

He's a fav'rite at whatever table 
he's placed . . ." 

Chkpjita, the gal who never rests, 
has done big things for IT. Demand 
for the company's bananas is now run- 
ning 20 percent ahead of supply. And 
the company is so sold on Chiquita's 
power to influence listeners and view- 
ers that it has decided to allocate $200,- 
000-8300,000 to AM and $250,000 to 
T\ out of a SI. 500.000 advertising 
budget for 1950. This represents a 
$100,000 increase in the broadcasting 
budget over 1949. (Remainder of the 
ad budget is spread over newspapers, 
magazines, motion pictures, cooking 
schools, demonstrations, luncheon serv- 
ices, cooperative advertising, conven- 
tions, and publicity.) 

Here's what motivates I'F's whole- 
sale use of Chiquita. as explained by 
R. G. Partridge, advertising manager 
of United Fruit: ll long-range vision 
and planning: 2 1 a refreshing adver- 
tising philosophy; 3) a com iction that 
education can be fun for teacher and 
pupil. 

'"We aren't trying to sell bananas in 
place of other fruit. " says Mr. Par- 
tridge. ''We're tr\iug to do a job for 
the entire industry. The cooperation 
we have received from other fruit and 
food industries, in return for our own. 
is one of the most satisfying results of 
our entire campaign, loo. we aren't 
thinking just of toda}, but of tomor- 
row. Chiquita and I are having so 
much fun. that even if I had an inde- 
pendent income, I could still enjo\ do- 
ing this job for the sheer love of it." 

All during the \ears when the Great 
{Please turn to page 40) 
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Result of popular demand: Chiquita Banana jingle was printed in 
The American Weekly. 
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DESSERT 



'/(/V SPITE OF REPEATED RADIO 
WARNINGS, MR. MILQUETOAST 
HAS MADE AN OUTRAGEOUS 
BLUNDER 




Tf dictionary for 




first of three parts 



TV director Herbert True compiles video definitions 



M- A new language has been growing. It includes 
4wa|m words from radio, from (lie theatre, and the 
motion picture industry — plus newly coined 
word- all its own. Words like gizmo, blizzard head, and 
halation (definitions follow). This is the language of 
television. 

Until recently the new language had no really complete 
dictionary. Then Herbert True, radio and TV director of 
the Carter Advertising Agency, Inc., in Kansas City, turned 
lexicographer and compiled the list of definitions you will 
find beginning on this page. It is the most authoritative 
list to date. 

True's dictionary will help eliminate confusing syno- 
nyms. Instead of coining their own words to fit new situ- 
ations, director and cameramen will now be able to look 
up the standard terms. 

True's sources were working members of the industry 
who contributed words and definitions, then made sug- 
gestions for improvements before the dictionary's final 
form was determined (for names see below). 

si'ONSOK presents True's complete dictionary (in this 
and two subsequent issues) for the guidance of its readers. 
Advertisers and agency people who work with TV person- 
nel should find it invaluable. For sponsors who are not 
yet in television, a reading of the terms listed will provide 
a capsule introduction to the new industry. 

The following people were among the consultants and 
sources for Herbert True's new television dictionary- 

BEULAH ZACHARY, TV Producer Director, J. Walter Thompson 
H. F. DIETER, Manager, TV Department, Foote, Cone and Beldinq 
NORMAN C. LINDOUIST, Director, Malcolm Howard 
WALTER WARE, TV Director, Duane Jones 

CHESTER MacCRACKEN, TV Director, Doherty, Clifford & Shenfield 
MERWIN ELWELL, Art Director, NBC-TV 

LAWRENCE PHILLIPS, Director. DumOnt Television Network 

ROY McLAUGHLIN, Manager, WENR-TV 

BEN WAMPLER, Art Director, NBC-TV 

GERRY VERNON, TV Coordinator, ABC-TV 

TED MILLS, NBC-TV Producer "Dave Garroway Show' 

BURR TILLSTROM, Originator "Kukla, Fran and Ollie Show," NBC-TV 

DUANE BOGIE, NBC-TV Director 

DICK STEELE, Stago Manager, NBC-TV 

BILL KOLB, TV Director, Gourfain Cobb 

OSCAR ALAGOOD, Promotion Director, WKY-TV 

CAPT. EDDY, Television Associates 

FRANK MARKS, Chief Engineer, ABC-TV 

SEYMOUR ANDREWS. WBAP-TV 

P. A. SUGG, Manager, WKY-TV 

JACK LIEB. TV Director, Klfng Studios 

FRED FREELAND, Ruthrauff and Ryan 

TOM CURTIS, Atlas Film Corporation 

ROBERT CASTERLINE, Chicago Film Studios 

IRVING MACK, Filmed Trailers 

BOB BANNER, Director, NBC-TV 

BILL SCROGGINS, United Film 



ACTION — Any movement that takes place before camera or on 
film. 

ANGLE SHOT — A camera shot taken from any position except 
straight on the subject. 

ANIMATIONS — Mechanical or movable devices which in various 
ways succeed in giving the effect of motion to inanimate or 
still subjects. CARTOON ANIMATION: Animated movies shot 
from cartoon-type drawings. CYCLIC ANIMATION: Set of 
drawings repeated over and over to create action. LIVE ANI- 
MATION: Animation of objects or products. MECHANICAL 
ANIMATION: Drawings made to move with a rig. 

ASPECT RATIO — Proportional relationship of the width of the TV 
picture to the height. In TV as in motion pictures, the espect 
ratio is 4 to 3. 

AUDIO (1) That part of TV transmission pertaining to sound. 



B 



BACKGROUND — Any material, drops, sets, furniture, etc., used 
behind actors or other foreground subjects. 

BACKGROUND PROJECTION — A special technique whereby a 
wanted scene drawn from stock library ii projected on a trans- 
lucent screen which acts as a background for a studio set. 

BCU — Extremely narrow angle picture. Big close up. Usually just 
features of a person or a whole subject. 

BLIZZARD HEAD — Any blond. 

BLOOP — A splice bump that causes a dull thud in sound repro- 
duction. 

BLOW-UP — Photographic or photostatic enlargement of written, 
printed or pictorial matter in order that they may be more 
effectively transmitted through TV. 

BOOM (2) — A mechanical device used for lowering, raising and 
projecting a microphone or a series of microphones. 

BREAK — Time out. Break in rehearsal. 

BREAK — Term used by TV director to tell cameramen to move 
camera to another location. 

BRIGHTNESS CONTROL — Adjustment on receiver which varies 
amount of illumination of the reproduced image. 

BROADS (3) — A unit or battery of incandescant, fluorescent, or 
kleig lights. 

BUCKLING — Film entangled in camera or projector because of 
improper threading or heat. 

BUSINESS Minor action or devices used to add atmosphere and 

interest to major theme of program. 

BUSY — Describes a setting or background that is too elaborate 
and competes or obscures the viewer's attention from the actors. 
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CAMERA (4) Unit containing optical system and light sensitive 

pickup tube which transforms the visual image into electrical 
impulses. 

CAMERA or CUE LIGHT — Red reflector light on front of camera 
and also on top which is on only when the camera is on the air. 

CAMERA REHEARSAL — Similar to a dress rehearsal in stage ver- 
nacular where all talent is present and in costume and the 
complete production is shot by cameraman for final checkup 
before telecasting. 

CANS (5) Receivers and head phones worn by cameramen, stage 

manager, technical director, etc., in the studio and engineers 
on remote. 

CARRIER WAVE — Electronic wave over which TV impulses are 
sent. TV utilizes two waves; one for sight, and one for sound. 

CENTERING CONTROL Adjustments on television receiver or 

monitor for framing the picture properly on TV screen. 

CHANNEL Specific wave lengths "a band of frequencies for 

transmitting TV." 

CIRCLE IN — A film effect wherein an image disappears as it is 
replaced by another image from the center out. 

CIRCLE OUT A film effect wherein an image becomes visible as 

it replaces another image from the outside in. 

CIRCULATION Potential audience in terms of families owning 

receivers. One family for all practical purposes regardless of 
the number of sets it owns equals one unit of circulation. 

COAXIAL CABLE Specially constructed cable used for transmis- 
sion of TV signal because of its low loss of power at higher 

video frequencies. 

COLOR CORRECTION The altering of the tonal value of colored 

objects by the use of filters, lights, shades, etc. 

COMMERCI ALS — FILM: The commercial recorded on film either 
with sound on film, or silent, or live studio narration. LIVE: 
Acted and narrated directly in front of television camera. 
SLIDES: Still photographs, illustrations or posters, usually used 
as part of a live commercial. COMBINATION: Any combina- 
tion of the above. 

CONTINUITY Usually refers to audio or voice part of TV spot 

or program, but can also mean the complete script. 

CONTRASTS — The brightness relat ionships between the different 
elements of a TV picture. 

CONTRAST CONTROL Adjustments on TV receivers and moni- 
tors for adjusting the range between highlights and shadows 
in picture. 

COSTUME DEFINITION — Qualities in texture and design that 
make costumes stand out distinctly from backgrounds and sur- 
rounding objects. 

CROWFOOT Device, usually three-legged, placed under camera 

and tripod to prevent slipping. 

CU Close-up shot. Narrow angle picture. Usually bust or head 

shot of person. 

CUE A signal or sign for the start of shooting, music, narration, 

action, etc. 

CUT — An order to srop all action or specific action such as "Stop 
camera." 

CUT A WAX To make a record or disc. 

CUT BACK To return back to something previously shown. 

CUTTING The elimination of undesirable motion, film or action 

to reach finished product. 



DEFINITION or RESOLUTION — Degree of reproduction of the 
detail of an image, scene, sets and/or background after trans- 
mission through complete TV system to receiver or monitor. 

DEPTH OF FOCUS The field before the camera that registers in 

sharp focus. 

DIORAMA — Miniature setting usually complete in perspective used 
as a means of establishing large locations, impossible of con- 
struction in the studio. 

DIRECTOR The individual in charge of all composition and action 

in a TV production. 

DIRECT VIEWING RECEIVER Most prominent type of TV re- 
ceiver where picture is viewed directly on the end of the kine- 
scope tube. 

DISH PAN TV slang for the large circular object used in micro- 
wave relay. 

DISSOLVE — The overlapping fadeout of one picture and fade-in 
of another. 




DOLLY— A movable carriage usually mounted on four wheels, 
which carries either camera, or camera and cameraman. 

DOLLY IN To move in from distance for close up by means of a 

camera mounted on dolly. 

DOLLY OUT — Reverse of dolly in. 

DOLLY SHOT Shot taken while camera is in motion. 

DRESSER Individual responsible for the delivery, checking, and 

handling of talent's costumes and personal props. 

DRY RUN — Those rehearsals previous to camera rehearsals where 
business, lines, sets, etc., are perfected. 

DUB r /ING Mixing several sound tracks and recording on a single 

film. 

DUPE A duplicate negative film print made from a positive. 

{to be eontinuetl in next issue) 
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IT'S STILL ANYBODY'S RACE IN THE AUTOMOTIVE INDUSTRY, BUT 3ROADCAST ADVERTISING MAY DECIDE THE POSTWAR WINNER 



lulu advertisers nil (In lieller 



Shrew d use of radio can spoil success for ear 

manufacturers in l?)50*s lon^li buyers* market 



I'jStittmtcd unto ad expenditures: Hi tit (smtree: X A It Sit) 









MAG, FARM 




MANUFACTURER 


RADIO NET 


NEWSPAPER 


PAPER 


TOTAL 


Chrysler Corp. 


$ 819,297 


$2,341,585 


$4,473,128 


$7,634,010 


Crosley Motors 


None 


101,704 


145,086 


246,790 


Ford Motor Co. 


1,629,102 


5,763,933 


3,849,177 


1 1,242,212 


Gen. Motors Corp. 


1,976,769 


15,282,575 


9,293,670 


26,553,014 


Hudson Mot. Car Co 


None 


1,107,552 


552,472 


1,659,924 


Kaiser-Frazer Corp. 


957,708 


2,808,661 


1,266,165 


5,032,534 


Nash-Kelvinator 


775,449 


844,340 


1,955,330 


3,575, 119 


Packard 


None 


1,446,463 


605,363 


2,051,826 


Studebakcr Corp. 


1,049,768 


633,905 


31,586 


1,715,259 


Willys-Overland 


None 


792,796 


918,420 


1,71 1,216 




$7,208,093* 


$31,123,514** 


$23,090,297*** 


$61,421,904 


N - te. Pad tota s do 


not irv ude spot 


expend tures, which are onsiderable, Nc 


3 reliable fgures 


exist for tota spot rad 


o spending by the automotive industry. 






*P. B. c-stima'f. based 


on one time rates 


Frequency discounts 


balance out talent 


costs. 


**Pf|ected from Mod 


a Records measu- 


ements of national advertising. 
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Auto manufacturers may 
know all there is to know 
about making cars, but thev are miss- 
ing the bus on broadcast advertising. 
In this \ear of decision in the auto- 
motive industry, with all of the lead- 



ers struggling for position, a majority 
a re 



laiuheappmj. 



themselves by a 
horse-and-bugg) approach to broadcast 
media which will hine a distinct hear- 
ing on their sales records for 1950. 

The question is not onlj "Are the\ 
spending enough mone\ in radio and 
television?*', but also "Arc they spend- 
ing it jndieioush ?" The answer to 
both questions. SPONSOR feels, is "no." 

The sleek new 1950 automobiles 
went on public view a few weeks ago 
like a crop of dew\-e)ed debutantes. 
And like the \oung ladies of the Hlue 



Book, all of them were hnely to look 
at and doubtless wonderful to own. 
Vet some will win popularity polls 
while others, perhaps equally desir- 
ahle, will oidy l)e also-rans. There are 
more ears this year than customers. 
Manufacturers ha\e two genteel cuss- 
vvords for this sad state of affairs: 
buyers' market. 

In any such situation, ath ertising 
is usually the decisive factor. The 
honey moon is over for the automotiv e 
industry, hut the romance is just he- 
ginning. The loved one is the man 
with a fistful of cash the potential car 
buyer. Yesterday he got the hrushofT, 
hut that was yesterday, when ear pro- 
duction still lagged far behind demand. 
Present output rales, if maintained, 
are expected to top the all-time peak 
of 1949, when 6,250.000 cars and 
trucks rolled off assembly lines. 

Thus yesterday "s sad-sack, the 
would-be ear buyer, is toda\ V hero. 
More than a dozen manufacturers are 
bowing low and spreading their wares 
before him. How is our hero taking 
all this? He is dazzled, confused, and 
coy. He is sure he wants a new car. 
but which of these beauties should gel 
his nod? It's a point of delicate bal- 
ance. Intelligent radio advertising 
can tip the scales. 

As it happens, intelligence has not 
been a quality of the automotive indus- 
try's use of radio. The only common 
denominator of current automotive ad- 
vertising on the air is inconsistency. 
The only pattern visible is one resem- 
bling a smadied egg. The vast motor- 
car empires, which are among the 
keystone industries of the nation's 
economy, have traditionally ap- 
proached radio with a Milquetoast mix- 
ture of timidity and vacillation. Much 
of this seeming diffidence undoubtedly 
is due to the natural conservatism of 
big outfits dealing in the mass market. 

The automotive industry, in its bare 
50 years of existence, has managed to 
clothe itself in such an air of antiquity 
that one might think Detroit and Dear- 
born date from the invention of the 
wheel. Obviously, though, even genu- 
inely great age is no deterrent to suc- 
cessful use of radio — many heavy and 
consistent radio advertisers have been 
in business for over a century I 1\ 
Lorillard. Curtis Publishing Co.. du- 
Pont. etc.). 

In a broad sense, the automotive in- 
dustry over a period of years has mere- 
ly been flirting with radio in much the 
I Please I urn to fiage 50) 
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Action on the Ford Motor CBS-TV production of the "Front Page," a series about the fourth estate 




Peter Donald ( 'Can You Top This") and Gerald Mohr (Philip Marlowe) are Ford short-termers 



Current automotive broadcast atlvertisiua. by types 



MANUFAC TURER 
Buick 



Chevrolet 



Dodge-Chrysler 

DeSoto 

Ford 

Lincoln-Mercury 

Packard 

Stu dcba kcr 

Pontiac 

Old mobile 

Crosley 

Kaiser-Frazer 

Hudson 

Nash 

Generf] Motors 

Cadi llac 

Plymouth 



AGENCY 

Kudner 
^ampbell-Ewald 
_Ruthrauff & Ryan 

_BBD&0 — 

J^Walter Thompson 
Kenyon & Eckhardt 
Young & Rubicam 
Roche, Williams & Clcary 
MacManus, John & Adams 
D. P. Brother 
Ruthrauff & Ryan 
Morris F. Swaney 
Brooke^Smith, French & Dorrance 
Geyer, Newell & Ganger 
Kudner X 
MacManus, John, Adams 



NET 


SPOT 


NET 


SPOT 


RADIO 


RADIO 


TV 


TV 




X 




X 




X 


X 


X 


X 










X 






X 


X 


X 


X 




X 


X 






X 


X 






X 








X 







N. W. Ayer 



X — Represents use of medium 



New BDIB study 
reveals you can't judge 1950 listening by 1916 statistics 



BMB radio station cover- 
age data will have given up 
some of its secrets of changed listening 
pattern.- In the time this stor\ goes to 
press. Yet much analysis remains he- 
fore the full implications of the 1949 
study hegin to take shape. Certain 
trends, however, are already discern- 
ihle. as indicated by maps illustrating 
this story. Others will he revealed in 
the text. 

As kits of raw data taken directly 
from the tabulating machines began 
moving to subscribers, the great im- 
portance of certain aspects of the new 
report already stood out clearly. In 
summary, these factors are: 

1. Availability for the first time of 
coverage information on non-subscrib- 
er stations. 

2. More definitive breakdowns of 
listening frequency. 

3. Revelation of numerous changes 
in listening patterns. 

4. More intense interest on the part 
of advertisers and agencies,. 

Numerous agencies and advertisers 
have awaited the new BMB audience 
figures as eagerly as any of the 630 
subscribing stations. Agencies receiv- 



ing the complete subscriber data, un- 
der the BMB plan, are members of the 
American Association of Advertising 
Agencies. 

The Bureau has so far sent over 150 
copies of the report to AAAA agencies 
with radio accounts. Any member, 
however, may receive the complete re- 
ports, free of charge, on request. There 
are 246 member agencies. 

About 190 copies have gone to prin- 
cipal and branch offices of the radio- 
television group of the Association of 
National Advertisers. Just as with 
the AAAA, an\ ANA member (there 
are about 500) may receive a free cop\ 
of the report by asking for it. The 
AAAAs, ANA, and National Associa- 
tion of Broadcasters are the sponsors 
of Broadcast Measurement Bureau. 

Other advertisers and agencies may 
obtain the regular report on request at 
the cost to BMB of 40c per single copy, 
or $85 for a complete set. 

For the first time non-subscriber 
data are available. Any advertiser (as 
well as any subscriber station) can 
now get a fuller picture of radio cover- 
age in any market than heretofore 
possible with earlier data. 



Only organization authorized to ob- 
tain non-subscriber coverage data 
from BMB are subscribers (stations 
are the only subscribers). Therefore, 
to obtain information on a non-sub- 
scribing outlet, any agency or adver- 
tiser (including AAAA and ANA mem- 
bers) must obtain it through a sub- 
scriber-station. 

Any advertiser, agency, or station 
can call on BMB for aid in analyzing 
data of special interest. BMB will 
make studies involving special tabula- 
tions of any station or group of sta- 
tions. This will be done at cost. 

Cost of coverage information for 
non-subscribing stations depends on 
the number of radio homes credited to 
each station. The fee runs from $50 
for an outlet with a weekly audience 
of 50,000 families to $450 for an audi- 
ence of 3.000.000. Each home is rep- 
resented by an IBM card. Only a few 
stations have audiences totaling 3,000,- 
000 or more. 

The most significant refinement of 
the new report is the breakdown of 
weekly listening into three categories 
instead of the single one time or often- 
er 1 ist in" in the 1946 study. In addition 
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Stations whose BMB counties are a within a 
nolo state (mainly low wa*taqe in town stations) 



Factors That Affect BMB 
Station Ratings 

As listed by KENNETH H. BAKER, Acting 
President, Broadcast Measurement Bureau 



INTERNAL FACTORS 

1. Change in ownership or management 

2. Changes in facilities (physical; power; fre- 
quency) 

3. Change in network 

EXTERNAL FACTORS 

1. Impact of new stations in service area 

2. Effect on signal from new stations on same 
or adjacent channel 

3. Effect of FM stations (largely unknown) 

4. Effect of TV stations (largely unknown) 
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jOUS I ALLEGHANY 

GROWING POPULARITY OF ITS NETWORK (CBS) HELPED INCREASE DAYTIME LISTENERS TO WHEC, ROCHESTER, N. Y., BY 16% 



to the 1-2 listing, the 1949 breakdown 
includes listening on a basis of 3-4-5 
and 6-7 days a week. The figures are 
tabulated for both day and night lis- 
tening, and coverage maps, which are 
now following the raw data already in 
the hands of subscribers, will show 
day and night coverage patterns sep- 
arately (as in maps on this page). 

The figures in the three frequency- 
of-listening columns add up to a sta- 



tion's total weekly audience. Ibis fig- 
ure is directly comparable to the total 
weekh audience figure in the first 
stud), but the new breakdown is more 
definitive. Two stations, for example, 
might each have a weekh audience of 
50' < . It could make a big difference to 
an advertiser whether the greater pro- 
portion of the audience in either case 
were 1-2. 3-4-5. or 6-7 times a week 
listeners. It wasn't possible to deter- 



mine this from the 1916 report. 

The new stud}' does not, however, 
report the average daily audience for 
any station. BMB believes it should 
report only listening facts. In the eyes 
of many subscribers a calculated "av 
erage daily audience" is too interpre- 
tive. BMB also had a feeling that to 
report such a figure might in the eves 

(Please turn to page 59) 
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A POWER INCREASE FROM 5 KW TO 50 KW JUMPED NUMBER OF LISTENERS TO WLAW, LAWRENCE, MASS., BY 317,080 (179%) 
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10,000 

WATTS 



WNEW 



1130 

ON YOUR DIAL 



6t««H7 Kr» Tort &roe<tcarttr>f Corp. 

GENERAL BROADCASTING TIME RATES 

Weekday* 6 o m to midnight, Sundays 7 o m to midnight 
Ejt.pl MAKE BELIEVE BALLROOM) 

1 *rfr*h Jpftwwk }^r«Hb (rifVHb Irir-wt 6 p*r w««k 

One hi, SJ00 00 $100000 SI275 00 S1600 00 S1875 0O $3100 00 

Gn«.holf hour 300 00 6 CQ,^.^_^AeMk »^»J»Me^e^e»^iCe^» \2 6000 

One qyor'e' Ho .; 

Ten i,rf||MBW<W^!!*.00 383 50 460 00 5M.50 o"" 




i am e. sas>?>30 p.m. 

Avatlobfe J of o times weekly in 15-minute periods (or 10 minutes following 
news). Minimum confroct 13 weeks. 

Three times a week $712.50 Six times o week $1,275.00 

DISCOUNTS 26 consecutive weeks 5% 52 consecutive weeks 15% 



ANNOUNCEMENTS 



$60.00 



One minute or less, live or tronscribed 

Milkmon s Motinee $20 00 

Moke Believe Bollroom stotion-breok cut-ins, 25 words live $60.00 
DISCOUNTS 100 times 5% 250 times 10% 500 times 15% 
Announcement discounts must be eorned within the period of one yeor. 




Time rates are pared drastically after midnight at station WNEW 



Phil McLean dispenses the hot, late licks for WJLB, Detroit's "1400 Club" 





xll HUM 1*^ 1117 ISig'-time advertiser.** can 
cash in on small-hours programing' 




\ "rowing number of wide- 
awake advertisers are cash- 
ing in on t lie sleeplessness 
of several million radio listeners. The 
after-midnight or all-night show, far 
from being a fleeting phenomenon, is 
solidh rooted and developing lustily. 
I he stay-up-late audience is apparently 
here to stay. And it s a big. well-heeled, 
loyal audience, that can be sold for a 
frac tion of the cost of standard-hours 
radio in mam cases for only one- 
half the usual rate. 

Just how big is this audience? In 
the New ^ ork area alone il s computed 
as close to a half million. Klsewhcie 
it s bigger than most advertiser* think. 
Of course, an advertiser doesn't reach 
all those potential customers unless he 
buys time on all of the after-midnight 
stations, whose total post-midnight au- 
diences were lumped to reach those fig- 
ures, lis likelier that he'll bin one 
station, or just a few. at the outset. 
I lial being the case, bis best -onn e of 
information on coverage is the station 
itself, or its national representative. 



Practically every station which broad- 
casts after midnight has coverage facts 
and figures available on its post-m id- 
night audience, as distinct from the 
standaribhoirrs operation. 

The radio advertiser who folds bis 
tent at 10:30 or 11 p.m. and silently 
steals away is turning his back on a 
multi-million dollar market, whose po- 
tentialities ha\e barely been scratched. 
The list of firms which have used the 
after-midnight air with notable success 
includes all sizes and shapes- -from a 
"hole-in-the-wall' restaurant in Wash- 
ington, I). C. to "the world's largest 
store."' New York's H. H. Macy & Co. 
Product-wise, the list runs from mink 
('oats (I. J. Fox. I ne, I to chewing gum 
I W in. \Vrigle\ Jr. Co.) to razor blades 
(Marlint to beer I Builweiser) . Some 
others are Plrilco Distributors. Para- 
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Dare Wines. RCA Victor, Pmlova. 
SchaefTer Peer. liieyer's Ice Cream. 
Strauss Stores. (The Pep liovsl 15. C. 
UcmeiK Co.. Stauback. and the Illinois 
Meat Co. All of these concerns have a 



firm grip on the principle* of profit 
and loss, and none is given to scatter- 
ing its advertising dollars around with 
abandon. 

The fact that after-midnight radio is 
not peculiar to an) one section of the 
country is evident from a glance at the 
partial station list: WW'DC, Washing- 
ton; WdP. Philadelphia: W 7 JK. De- 
troit: KPRO. Riverside. Cab; WOR 
and \VNEW f . New York; KFFL, Den- 
ver: W'NOF, New Orleans; KXLA. 
Pasadena, Cab; W PAT, Paterson, N. 
J.; WKBW, Buffalo; W'CKY. Cincin- 
nati; KCFJ. Holly wood. 

Among the many widespread mis- 
conceptions about the afler-mulniglit 
audience is the notion that it's made 
up largely of barflies, cab drivers, and 
night watchmen. Surveys show that 
such nocturnal tj pes do listen to the 
all-uigbl shows but they are greatly 
outnumbered by those who listen at 
home. A Pulse survey for \VNFW r dis- 
closed that nine out of ten listeners to 
"Milkman's Matinee" one of the old- 
est all-nighters- tune in at home. 
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lifter midnight the disc jockey is king: Alan Cummings, WWDC, Washington 



Art Ford is record hero of "Milkman's Matinee," WNEW, New York 



Win are all these householders 
astir in the tiny hours? For an) nuin- 
her of reasons, most of them legitimate. 
A great many people just hate going 
to hed at an orthodox hour, and put it 
of! as long as possible. And then there 
are the insomniacs —a sizable group in 
any communit) who sta\ awake be- 
eause they have no alternative. I This 
group is one of the hards cores of the 
average all-night audience.) Outside 
the home, there are thousands of per- 
sons who spend the night hours not 
in kicking the gong around hut in 
blameless labor. 

The latter group includes, in addi- 
tion to the cabbies and night watch- 
men, such solid types as bakers, photo 
engravers, building maintenance crews, 
railroad, airline, and bus terminal em- 
ployes. The night shift has become a 
permanent part of the American indus- 



trial scene. Thus, on the job or at 
home, it is no longer a symptom of 
eccentricity or turpitude to be up and 
about at 2. 3. 1. or 5 a.m. 

The booming sale of small radios 
and portables in recent years has add- 
ed vastly to the after-midnight audi- 
ence. Millions of families have two or 
more sets in the house, which may he 
placed strategically for early-hour lis- 
tening without disturbing sleepers. 
Portable radios are often taken to work 
at office or factory along with the cof- 
fee thermos and sandwiches. 

Among other data on the kind of 
people who listen to the radio after 
midnight, contained in the Pulse study 
for WNEW. was the disclosure that 
more than half of them in the survey 
group w ere men — -55.7' r of the total. 
This is in marked < ontrast to the usual 
radio audience, which is predominant- 



ly female. "Milkman s Matinee" listen- 
ers are youngish more than 76' i 
were under 40 at the time of the Pulse 
poll — and make more money than the 
average citizen. Most of them had 
progressed beyond t lie wage scale 
which entails clock-punching at 8:30 
a.m. or thereabouts. Thus the) were 
able to stay up later listening to their 
radios. More important, their average 
bu\ ing power w as far greater than that 
of the budget-ridden housewife, for in- 
stance, who is the mainstay of daytime 
radio. 

An earlier stud) of the after-mid- 
night audience, made by Crossle\ . Inc.. 
at the beginning of the war. foreshad- 
owed many of the listening trends il- 
luminated b\ the Pulse report. The 
Crossley survey covered three urban 
but non-metropolitan centers in addi- 
[ I' lease turn to page 55) 




KFEL KILOCYCLE CLUB 

KR* • DENVER ■<" VSO KILOCYCLES 
n r. M. TO 5 A. M. DAILY 

Thanks for letting ui know you'd like to join our KFEL KILOCYCLE CLUB — 
— we'll be glad to have you — just fill out the attached application blank and 
mail it back to us. We'll send your membership card and enroll you right away 
and — THIS IS IMPORTANT — pi ease fill out completely your "membership 
classification." We'll have many features of special interest to the various age 
groups and listening hours of our members and the "classification" will help us 
know what you're most interested in. 

Taaaki again and PLEASE keep liitenlfl 



To Dour t«d Willi* Taylor: 

I hereby apply for full membership in the KFEL KILOCYCLE CLUB with the under- 
standing that my only obligation as a member shall be to listen at least once a week 
between the hours of I 1 P.M. and 5 A.M. — and that I shall never be charged any 
dues or assessments for this membership 



NAME- 
CiTY_ 



ADDRESS- 



-ZONE 



STATE. 



Signed_ 



MEMBERSHIP CLASSIFICATION 

{Please check completely) 
— ; — I listen from : 



I am in my: 

Teem 

20-i 



"Wi- 



11 to 1 2 P.M- 

1 2 to I A.M.. 
I to 2 A.M- 



2 to 3 A.M._ 

3 to 4 A.M_ 

4 to 5 A.M_ 



DENVER STATION TAPS LISTENERS FOR MEMBERSHIP IN "KFEL KILOCYCLE CLUB" VIA POSTCARD PLEDGE TO TUNE IN AT LEAST WEEKLY 
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Waldor 



Nation's leaders will attend 
LIGHTNING THAT TALKS 

premiere 1 March 



First to request film showhtys 

Maurice B. Mitchell, director of the Broadcast Advertising Bureau, 
who as secretary of the All-Radio Presentation Committee is helping spark 
the LtctlTMNC THAT TALKS project, has released a list of markets in which 
showings of the film have already been scheduled. Dates had not yet been 
assigned as this issue went to press. 



New York 
Los Angeles 
San Francisco 
Philadelphia 
Boston 

Montgomery, Ala. 
Huntington, W. Va. 
Canon City, Colo. 
Silver City, N. M. 
Keene, N. H. 
Provo, Utah 
Honolulu, T. H. 
Fayetteville, Ark. 
Osceola, Ark. 
Macomb, III. 
Duluth, Minn. 
Lafayette, Ind. 
Cedar Rapids, la. 
Garden City, la. 
Hopkinsville, Ky. 
Lexington, Ky. 
Macon, Ga. 
Gastonia, N. C. 
Columbia, Tenn. 
Bogalusa, La. 



Charlotte, N. C. 


Minneapolis 


Asheboro, N. C. 


New Orleans, La. 


Santa Barbara, Cal. 


Baton Rouge, La. 


San Rafael, Cal. 


Indianapolis 


Spokane, Wash. 


Nashville 


Salem, Ore. 


Kansas Citv, Mo. 


Missoula, Mont. 


Denver, Colo. 


Aberdeen, Wash. 


Worcester, Mass. 


Eugene, Ore. 


Providence, R. 1. 


San Jose, Cal. 


Canton, O. 


Livingston, Mont. 


Cleveland 


Sioux Falls. S. D. 


Battle Creek, Mich. 


Sweetwater, Tex. 


Omaha, Neb. 


Deadwood, S. D. 


Rochester, N. Y. 


Grand Junction, Colo. 


Kalispell, Mont. 


Casper, Wyoming 


Fort Dodge, la. 


St. Johnsberry, Vt. 


Newport, R. 1. 


Ware, Mass. 


Iowa City, la. 


Harrisburg, Pa. 


Marinette, Wis. 


Fulton, N. Y. 


Jamestown, N. Y. 


McKeesport, Pa. 


Lawton, Okla. 


Burlington, Vt. 


Lebanon, Pa. 


Lexington, Va. 


Lewiston, Me. 


Brockton, Mass. 


Hornell, N. Y. 



New York's famous Wal- 
dorf-Astoria has formed 
the backdrop for many im- 
portant events and person- 
ages during its glittering history. But 
probably none of those events held as 
much significance for as many people 
interested in radio as the one scheduled 
for 1 March — the premiere of LIGHT- 
NING THAT TVLKS. This full-length doc- 
umentary film will portray graphically 
the vital role of radio in American life 
and the effectiveness of radio as a sales 
medium. 

The Waldorf premiere will be fol- 
lowed by local showings in some 430 
communities throughout the U. S., 
with local stations acting as hosts to 
audiences of business and civic lead- 
ers. The initial showing in New York 
will have the showmanship of a Holly- 
wood premiere. A blue-ribbon audi- 
ence of 1,200 has been invited to at- 
tend. Gen. Dwight D. Eisenhower is 
tentatively scheduled to deliver a dis- 
tinguished layman's forecast of what 
lies ahead of the radio industry during 
the 20th century. Later, top radio pro- 
( Please turn to page 59) 
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The 




is built-in 



There are two pictures on this page: 
the one you are looking at; and the one 
they are looking at (which you can't see). 

To you the important picture is the people 
in front of the television screen. It is a 
picture of the special impact achieved only 
by this medium, yet which goes far 
beyond the novelty of television. 

Hut we are equally concerned with the 
picture on the screen. For it is the result of 
creative programming which alone can 
sustain this kind of impact ... building into 
every program the magic that holds the 
largest audiences week in and week out. 

It is now clear that CHS is the richest 
source of such programming in television 
today; that CHS consistently has more 
of the most popular programs than any 
other network; and that most of these 
programs have been created or produced 
by the Columbia Broadcasting System. 

This picture of television's impact is a 
picture any advertiser can create- 
but he needs the magic of CHS to hold it. 
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RTS. . .SPONSOR REPORTS... 



Check Your 
Southeastern List 
Carefully 

BE SURE 

to include the 
station that — 



Has more daytime cov- 
erage area than any 
~\ other 5,000 watt station 
< in the entire Southeast! 



IVot only completely 
covers its home market 
— one of the Nation's 
first 150 — but reaches 
and sells a vast rural au- 
dience as well in its 
total Georgia-South 
Carolina area! 



Offers as its best recom- 
mendation a large list of 
the Nation's leading ad- 
vertisers regularly 
reaching WGAC's 83,000 
farm and 75,000 urban- 
sinall town families. 



ADVERTISERS 

Are making new sales 
records on 



WGAC 



580 Kc. - ABC - 5,000 Watt* 

AUGUSTA, GA. 

Avery-Knodel 



-continued from page 2- 

Additional funds for BAB's 
LIGHTNING THAT TALKS 

Additional funds from 25 new subscribers to the 
All-Radio film have raised BAB total receipts to 
$140,000. Surplus money will be used to make extra 
prints for conventions, dealer meetings, and other 
groups of national importance. 

Zenith to increase 
TV set production 

After it stops manufacturing automobile radios, 
Zenith will use plants to expand television set 
production. For fiscal year ending 30 April 1949, 
automobile radio sales totaled $77, 146,861. 

American consumer in 
good financial shape 

The American consumer has plenty of purchasing 
power. Despite record spending in post-war era, 
last year individuals owned $132,000,000,000 in 
liquid assets; $20,000,000,000 in currency. 

TV sets flood country 

There are too many sets on the market. Many brands 
have been forced to cut profit margins to the bone. 
Overstocked TV dealers took big losses on 1949 
models. Most 1950 sets are selling for 20 percent 
less . 

Premiums aid soap 
sales in '49 

Lever Brothers considers the increased use of 
premiums major factor in boosting soap and detergent 
sales last year. Nation used 505,000,000 more pounds 
in 1949 than 1935-39 average ; an increase of 16 
percent . 

Free offer of TV's ten 

most successful film commercials 

Advertisers and agencies can study ingredients of 
ten successful TV commercials in special film pre- 
pared by Sarra, Inc., N. Y. 

Music Libraries are 
growing and growing 

There's nothing small about radio station music 
libraries. Impetus of saleability of library- 
prepared scripts is one cause of substantial 
growth. Lang-Worth has grown from $1,000,000 in 
1946 to $3,500,000 in 1949. World, Associated, 
Standard, Capitol, RCA Thesaurus are all doing 
boom business. 
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The prairie wagon which carried goods 
and settlers to California . . . the 
original "Snowshoe Express," 10-foot 
skis with a single pole . . . the Hangtown 
stagecoach which ran the tortuous 
course from Hangtown (Plaeerville) to 
Carson City ... an engine reminiscent 
of those which met at Promontory Point 
for the Golden Spike ceremony ... an 
early San Francisco cahle car . . . 
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the old paddle-wheeler on the 
Sacramento River. These were familiar 
sights in the early days of northern 
California. Today 28-year-old KNBC 
is as familiar to the people of 
northern California as were the wagons 
and steamboats of the 1850 s. It is 
northern California's best buy. 




m 



THE STATION OF 
NORTHERN CALIFORNIA 



G 



50,000 WATTS 



680 K. C. 



Represented by NBC Spot Sales 
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itfr. Sponsor asks... 




The 

picked panel 
answers 
Mr. Ken net f 




According to 



cently published 
figures, spot ra- 
dio showed an 
increase of over 
S7.000.000 in the 
\ ear 1949 as com- 
pared to 194!!. 

A large part of 
this figure is, no 
doubt, accounted 
for by the fact 
that new product*, such as the anti- 
histamines, made their first public ap- 
pearance. However, two other factors 
were undoubtedly important in making 
1949 the peak year, so far. for spot 
radio, namely : 1 I the uncertainty of 
business as to actual sales potential, 
coupled with the exit of the so-called 
"seller's market" and the entrance of 
the "buyer's market": 2) television. 

At the start of 1949, man) national 
advertisers were unwilling to commit 
themselves to large and indexible ad- 
vertising budgets until they bad more 
indication of what kind of business 
vear 1919 would turn out to be for 
their products. As the vear wore 
on. lal>or problems were mainly ad- 
justed satisfactorily and sales, in and 
large, seemed to be holding up fairly 
well, with the exception of certain cities 
or regions where increased local com- 
petition was forcing down the sales 
curve of the national advertisers. The 
obvious remedy was to increase the ad- 
vertising effort in such markets in or- 
der to get a larger share of local sales. 
Consequently, spot radio as well as 



"What are the factors contributing to the 
increased use of spot radio?" 



Harry W. Bennett 



Advertising Manager, Jelke Good 
Luck Products Division, Lever Brothers 



newspaper lineage benefited. 

Likewise at the start of 1919, nianv 
advertisers were experimenting with 
television and were reluctant to com- 
mit themselves heavily in other direc- 
tions until thev were satisfied that this 
medium had been given a thorough 
trial. At the same time, most of the 
advertisers in this category were fully 
aware of the fact that television alone 
could not give their products the neces- 
sary support, and consequent!}, they 
turned to spot radio as a means of 
supplementing their television cover- 
age in main markets. 

To sum up. spot radio showed itself 
as being extremely flexible, and this 
flexibility was just what many adver- 
tisers needed in 1949. That this qual- 
ity is extremely important sepins to 
have been recognized by two of the 
networks, at long last, in the recent 
short-term deal with Ford for a large 
number of sustaining programs; it is 
my opinion that an awareness and ap- 
preciation of the flexibility of spot ra- 
dio by everyone concerned cannot but 
help make 1950 a banner vear. 

ClIAULKS M, VTlLUS 

Timehuver 
A'. //'. Aver 
Yew ) oil; 



Certainly 1919 
was an interest- 
ing y ear for those 
of us in radio. 
One of the out- 
standing trends 
was the increase 
in use of day time 
spot V a d i o by 
both large and 
small advertisers. 
In the case of 
ic day lime spots 
were used lo supplement the nighttime 




Mr. Burbach 



large advertisers, 



network programs, while the small ad- 
veitiser (entered his entire appropria- 
tion around the use of spots. 

During 1949 network evening time 
became scarce and the rating picture 
became more competitive, with the re- 
sult that even good network programs 
found it difficult to maintain the previ- 
ous high ratings enjoyed during the 
war and post-war years. The shifts of 
major programs from one network to 
another completely changed the eve- 
ning network rating picture, not only 
in the major markets, but in the smaller 
outlets as well. Thus, some advertisers 
dropped their programs and purchased 
spots during the day in order to try to 
capture a completely new audience. 
Such advertisers as cigarette companies 
and beer and soap manufacturers went 
into daytime spots, with money saved 
by dropping a low-rated evening pro- 
gram. 

The advertiser with a limited budget 
purchased more spots because be could 
enter spot agreements and get good 
adjacencies to the increasingly popular 
daytime shows, and at the same time 
take advantage of the change in trend 
of listeners from one network to an- 
other. The small advertiser could not 
tie up too much nionev in advance dur- 
ing 1919 and. thus, could advantage- 
ously use spot on a two-week cancella- 
tion basis thereby not tying up bis 
advertising plans for an expensive 13- 
wcek cycle. 

It is my hope that 1950 will result 
in the spoken and visual advertising 
media reaching all time highs, whether 
it be network or spot. My slogan now 
is, "Radio and television look nifty 
for 1950." 

Gkokgk M. Hi much. Ju. 
Ass't VP radio and Tl" 
Federal Advertising Agency 
Xeir York 
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Mr. Kemp 
three soars ago. 



Whether the use 
of spot radio is 
actual!) increas- 
ing is a debatable 
point. A number 
of t i in el) in ers 
h a v e expressed 
the opinion that 
it is easier to buy 
spot announce- 
ments currently 
than it was, say. 
However, there are 
many reasons for the use of spot at 
any time and especially at the present. 

One reason, which L* probably tem- 
porary, is a reflection of current busi- 
ness conditions. Man) advertisers are 
reluctant to make the large-scale, long- 
term commitments neeessai) for the ! 
use of network radio and have, there- 
fore, turned to spot. I believe that net- 
works have recognized this particular 
condition, and some of them have re- 
cently abandoned or modified the long- 
standing network policy of selling time 
onlv on a 13-week cycle base. 

J 

Another reason for the use of spot j 
is its flexibility. Spot radio permits the 
advertiser to vary his advertising pres- ! 
sure by seasons of the year and by 
geographic areas. In some cases ad-! 
v ertisers desire to concurrently pro- 
mote different products in different 
areas. The high cost of network cut- 
ins makes this difficult to do on the 
networks but it is a simple process 
when spot radio is used. National ad- , 
vertisers are also turning increasingly , 
to the use of >pot radio to supplement 
regular network efforts in areas where 
there are speeial marketing problems 
or where network coverage is. for one 
reason or another, weak. 

TV will have an increasing effect of 
the use of spot. It is to be expected that [ 
as large advertisers take over the spon- 
sorship of network TV programs, they 
will use spot radio to round out adver- 
tising support in non-TV areas. It 
may be. of course, that all networks 
will modify network requirements in 
sueh a fashion as to permit this type of 
complementary radio advertising to he 
done on a network basis. 

Finally', improved sales methods cm- 
ployed by local stations and their rep- 
resentatives have resulted in the use of 
spot radio by an increased number of 
local and regional advertisers. 

Frank B. Kemp 
Ass' l Media Director 
Campion Advertising 
Xeir York 



What does a 
coverage map mean? 




Pl£AfTy WHEN YOU'RE SELLING CHICAGO 
AND 257 KEY MID-WESTERN COUNTIES ON W C F L I 

Your sales story on WCFL goes out to Chicago and 251 Key-Counties 
in 5 rich, middle-yvestern states. This actual audience coverage is based 
on a 30,000 letter-pattern. 

8,289,763 consumers in the primary/ 5,421,020 in the secondary! 

A POTENTIAL $15,000,000,000 ANNUAL MARKET 

As the Voice oj Labor, WCFL has a special tie yvith the well-paid craftsman 
and wage-earners in this prosperous, industrial area. 

For full information, contact WCFL or The Boiling Company. 



WCFL 

50,000 wotti » TO 00 on the dial 

The Voice of Labor 
666 Lake Shore Drive, Chicago, til. 
Repr«iented by th« Boiling Company, Inc. 
An ABC Anl Hate 
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CilFT SHOP 


OFFICE SUPPLIES 


SPONSOR: Casa Elsasser AGENCY: Direct 

CAPSLLE CASK HISTORY: Senor Don Casa is a 
confirmed TV user after these gratifying results. Some 
ueeks ago, on Shopper's Guide, an imported English out- 
door toy u as advertised. The cost of the spot was $20 but 
within three days of the announcement, ten toys were 
sold at $32 each. In any language 320 for 20 is a good 
return. And adds Senor Don Casa, "The prestige of being 
a television advertiser is in itself n orth the cost of adver- 
tising in this great medium." 

WT\J. Miami PROGRAM: Spots 


SPONSOR: Fastener Corp. VGENCY; Direct 
CAPSULE CASE HISTORY: This firm, selling pen- 
size Duo-Fast pocket staplers, was able to nail up a 
very favorable sales record with the aid of TV. Six spots 
were used on the Dr. Fixum Show, and during this time 
Marshall Field & Co. was the retailer. During the four 
weeks that the department store had this product on hand, 
they sold out completely three times. Proving once again. 
TV can sell anything that's north buying. 

WENR-TV. Chicago PROGRAM: Spot* 


TV 

results 


IIEPAIITAIEXT STORE j 


SPONSOR: D. II. Holmes Co. AGENCY: Direct 

CAPSULE CASK HISTORY: Here is food for thought 
for potential TV advertisers. This Xew Orleans depart- 
ment store recently allocated one commercial on its regu- 
lar variety program to its catering department. Following 
the telecast, orders were received for complete catering 
service at seven social functions. All seven callers said 
that until they had seen the video plug they were unaware 
that the store offered such a service. Further proof to the 
Holmes Company that it pays to advertise- — on video! 

WDSU-TV. New Orleans PROGRAM: Variety Slum 


\i nmoiiiLi s 


SPOUT STOKE 


SPONSOR: Coker-Rutler AGENCY: Direct 

CAPSLLE CASE HISTORY: When this Pontiac agen- 
cy ivas taken over, the new miners thought TV advertis- 
ing would be loo costly. However, they bought tiro one- 
minute spots per week for three months at $27 each and 
two film spots at $65 each. The immediate result was a 
20 percent increase in service department business with 
a new building creeled to handle the extra business. Sow 
the oivners say: "We feel we have achieved our goal at a 
cost cheaper than that afforded by other media." 

WKY-TY, Oklahoma City PROGRAM : Spots 


SPONSOR: Chicago's Last Sports Store AGENCY: Direct 

CAPSULE CASE HISTORY: This store is located 15 
miles front Chicago's Loop in a wilderness of industrial 
plants but here is their amazing TV story. In less than 
ten weekly telecasts of 45 minutes in length, every item 
visually advertised on the program was sold out within 
five days of the telecast. Store traffic increased 40 per- 
cent. Customers appeared from towns in a radius of 200 
miles of Chicago. All this with the store so far removed 
from the center of things; but video brings them in. 

WHKH, Chicago PROGRAM: Wrestling 


TOYS 


papeii <;oo»s 


SPONSOR: M«y«'r & Thalheimer AGENCY: Direct 

CAPSLLE C\SE HISTORY: Toys were in the TV 
spotlight in this instance. Two of the principal items a cre 
the Schilling talking doll, a $I2. ( >5 item, and the Hansel 
c?- Gretel marionette show for $5.98. The store sold 660 
dolls and could have sold more if they'd been available. 
The marionette show sold to the tune of 10 dozen. Not 
only uas this a sell-out but, department store officials 
report, it resulted in a 50 percent inciease over previous 
toy sales. 

V* H\L. HaliiriK.ro PROGR \\l : Spots 


SPONSOR: Home Containers Corp. AGENCY: Guild, Rascom fl 

& Ronfigli 

CAPSULE CASE HISTORY: These manufacturers of 
Press-2-Scal fresherators relied solely on TV to bring 
in the sales and they were not disappointed. As a result 
of a one-month test campaign and no other media used, 
the firm reported a sale of almost 40,000 units. The com- 
pany says the results of the TV demonstration were 
astonishing since the 40,000 units ucre distributed in | 
only 1^0 stores. The firm is now sold on video. 

KOO TV, KRON-TV & KPIX, s. F. PROGRAM: spot> 




The always-rich W ilmington market has heartily 
welcomed the only television station located in the state of 
Delaware — WDKL-TV — on the air since June 30, 
1949. Viewers are enthusiastic about this, their own 
television station. Already, tuning WDKL-TV is a 
fixed habit — and set sales are showing a tremendous growth 
every month. This is due to the clearer picture this 
local outlet brings, the resourceful and varied local 
programming and NBC network shows. He sure your sales 
story is effectively seen and heard in the W ilmington 
market where residents enjoy far above average per 
capita income — fifth in the nation. Knjoy as do 
many foremost advertisers, new, profitable business this 
year from selling on WDKL-TV. Write for information. 



Represented by Robert Meeker Associates 

CHICAGO SAN FRANCISCO NEW YORK IOS ANGELES 



McCOl, LOUGH. General Manager 



STEINMAN STATIONS 

CLAIR R. 

WGAL WGAL-TV WGAL-FM WDEL WD EL-TV WD EL- FM 

Lancaster, Pa. Wilmington, Del. 

WKBO WRAW WORK WEST WEST-FM 

Harrisburg, Pa. Reading, Pa. York, Pa. Easton, Pa. 




TV- AFFILIATE 



13 FEBRUARY 1950 



CHIQUITA 

{Continued from page 21 I 

White Fleet was in war service, long- 
range tliinking was going on in the 
United Fruit conference room at Pier 
3. North River, New i ork. Ships were 
not available to mo\e the banana crop, 
but the far-flung plantations were kept 
free from jun»le growth against the 
da\ when, thev could produce again. 

Bananas' are an excellent baby food. 
The baby crop would sprout after the 
war. IT reasoned that the demand for 
bananas would top the normal pre-war 



volume of 100.U00.000 bunches a jear. 
( That i,» still the volume shipped, but 
improved agricultural methods have in- 
creased the weight. ) 

"B\ mid-summer of '44," Mr. Par- 
tridge said, "the war clouds were lift- 
ing and we felt thai we should get 
started on our educational job. We all 
agreed people hate to do things because 
'it's good for you." But it was impor- 
tant that consumers know two things: 
banana- make best eating when they 
are decked with brown; to get them 
that way they should be allowed to 
ripen at room temperature. 

"We had done radio advertising pre- 
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COVERS 



ONLY ONE STATION 
THE SOUTH BEND MARKET — 

AND WHAT A MARKET! 



Right! Only WSBT covers the great 

South Bend market. No other station, Chicago 

or elsewhere, even comes close. Look at the 

latest Hooper look at any Hooper — 

for eloquent proof. 

The South Bend market is far-reaching, 
prosperous, and growing fast. Its heart is two 
adjoining cities — South Bend and Mishawaka — 
with a combined population of 157,000. 
Total population of the entire South Bend 
market is over half-a-milliun. Total retail sales 
in 1948 exceeded half-a4///W dollars! 
The rest of WSBT's primary area gives you 
another million people who spent 911 million 
dollars in retail purchases in 1948. 

You must cover the South Bend market. You 
Jo cover it with WSBT— and only with WSBT. 





5000 WATTS • 960 KC • CBS 
PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 



viously. Before, and during the early 
part of the war. we sponsored 'The 
World Today', a 15-minute newscast 
on the CBS network. We had also 
sponsored sporadic ^pot campaigns 
and, particularly, participation in wom- 
en's homemaking programs— always on 
an educational basis. This time we 
were prepared to make our educational 
approach more personal, and to *pend 
more monev than ever before to back 
an extensive, highly integrated and 
hard-hitting campaign. 

IT took iu problem to BBD&O. In 
September, two slightly groggy young 
men emerged from the music room 
with Chiquita Banana. Garth Mont- 
gomery, lyricist, handed the script to 
a vocal office girl, swept a handful of 
paper clips into a Dixie cup to simulate 
a maraca. and composer Len MaeKen- 
zie whammed out the catchy score. 

The agene\ went overboard. So did 
IT when orchestra leader Ra\ Bloch 
and Patti Clayton, the original Chi- 
quita, put on a dress rehearsal and 
ga\ e out w ith : 

"I'm Chiquita Banana and I've 
come to say 

Bananas have to ripen in a cer- 
tain way • • • 

Bananas like the climate of the 
\erv, ver\ tropical equator. 

So von should never put bananas 
in the refrigerator . . ." 
Listeners to the jingle, aired on 75 
stations, were more reserved. "For 
six months." Partridge recalls, "noth- 
ing much happened. Then a woman 
phoned, begging for a record of the 
jingle, even a cracked one. She was 
worn out dialing around all day trying 
to catch Chiquita for her \ oungster." 

After that, things began to happen 
in the volume indicated at the begin- 
ning of this article. 

B\ November. 1945. the jingle was 
being heard over 138 stations in the 
I T . S. in 55 markets; and over 24 sta- 
tions in Canada in 21 markets, five of 
which used a French version which the 
agency produced and Chiquita learned 
and recorded in Montreal. 

Peak radio advertising was reached 
during 1915 and 1916 when the jingle 
was aired in the V. S. and Canada over 
300 to dOO stations on a budget ex- 
ceeding $1,000,000. Current!}, it is 
>cheduled o\er the Ke\ stone Network, 
plus 12 major markets for a combined 
total of approximately 150 stations. 
There is no guarantee, however, that 
this schedule, will still be in eflect as 
you read this. Both VF and BBD&O 
demand flexibility, and markets are 
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eyeline (or 
the San Antonio skyline 





la 0111 ilia I 
MJ&T 



^ 



nnn nn 

mil nn 

m'. nn 
m n 31 

lav .Jhll! 



THE NATION'S NEWEST TV STATION 
— FIRST ON THE AIR IN FIFTY! 



top television entertainment 

for Texans in the 
San Antonio trade territory 



@6amte£ 5 
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C H A NNE L * 



AFFILIATED WITH DUMONT, 
PARAMOUNT FILM NETWORK 

Represented Nationally by 

Adam Young Television, Inc. 

San Antonio Television Company 

Business Office, Studio and Transmitter 
atop the Transit Tower, San Antonio, Texas 
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Top-Selling Disc Jockeys 
in the Detroit Market! 




ly morning to late at night, selling products or service 
via CKLW is an easy, thrifty proposition! 

50,000 WATTS, MIDDLE OF THE DIAL AT 800 KC. 

CKLW 

Guardian Building • Detroit 26 

MUTUAL Adam J. Young, Jr., Inc. 

SYSTEM National Rep. 



constant!) changing. 

Chiquita's effect has been wide- 
spread: she's even influenced the com- 
ics. When Frank King, creator of 
Gasoline Alley, showed a baby sitter 
raiding the refrigerator — which con- 
tained bananas — he was deluged with 
indignant letters. "You don't do thai 
to bananas.'" howled bis readers. A 
chagrined King hadn't time to pull the 
jaux pus out of the dailies, but the Sun- 
day strip had no bananas in the re- 
frigerator. 

By this time. Chiquita had rung up 
another first in an increasingly long 
list. Recorded by at least nine differ- 
ent companies, the tune was being 
played on juke boxes all over the na- 
tion. By popular demand, UF pub- 
lished the song in sheet mnsie form in 
the American Weekly. 

Now came the problem of showing 
what Chiquita looked like. "As part of 
our long-range program," says Par- 
tridge, "we wanted eventually to go in- 
to television, too. But it was a costly 
proposition, and we had a valuable 
property. What if the transition from 
vocal to vocal-visual was a let-down to 
viewers who might have their own 
mental picture of Chiquita? We de- 
cided an actual person wouldn't do: it 
would have to be a drawing." 

Over 155 designs were considered. 
Most were gay and ingratiating, but 
somehow they all looked like a Latin 
lovely you'd seen somewhere before. 
They weren't Chiquita. Then Partridge 
had a happy thought. "Look," he said, 
"we're trying to make Chiquita look 
like a person. She's a person, all right, 
but she can't look like anyone else: 
she's a banana. What's wrong with a 
banana in human form?" 

Obviously, nothing. With the final 
cartoon approved. I F plunged, not in- 
to TV. but into the toughest market of 
all . . . commercial films. 

"\\V knew film bouses general! \ 
don't go for commercial movies, and 
it's understandable. After all, a cus- 
tomer pays bis money to be enter- 
tained. But we thought we could make 
it light and amusing enough so that the 
educational part would be fun, too." 

The education was designed to teaeh 
the audience new uses for bananas. As 
a vegetable, for instance, in broiled, 
fried, or baked form. Forty percent of 
the f!0-second film is devoted to recipes. 

John Sutherland was contracted to 
produce the so-called "minute" mov- 
ies; Monica Lewis (Chiquita number 
three) was to be the voice. Altogether, 
a series of 23 experimental films were 
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Best eye and ear specialist in town! 



That's what both local and national time buyers say about 
WCAU's radio and television stations. 

J WCAU-AM has been first in every Philadelphia audience-measurement 
survey ever made. That kind of history speaks for itself. 

2 WCAU-TV outpaces the other Philadelphia stations in local program 
popularity.* 

WCAU — CBS radio and TV network affiliate — brings you 
the top stars ... a growing parade from Benny to Bergen 
and from Waring to Wynn. 

Wherever you are, if you want to sell Philadelphia, 
you want WCAU-AM and WCAU-TV. 

Te/epu/se 



WCAU 



CBS AFFILIATE 



^ AM 
TV 
FM 



The Philadelphia Bulletin Stations 
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produced. \11 followed the same pat- 
tern. Hip opening, an amusing situa- 
tkiii. 1 lien enter Chiquita who saves 
the day with a suggestion. After a 
graceful exit, two or three voices break 
in with the recipe. In some scenes 
dishes are shown being prepared with 
real ingredients In human hands be- 
cause food loses its appeal when shown 
in cartoons. 

The good taste of the films helped 
them crack 375 lout of 5*501 theatre's 
which had inner before shown a com- 
mercial film. 

Chiqnita wa« reach for 1 \ at long 



last. Or so I F and BBDXO thought. 

A screening of the Technicolor 
shorts over a closed \ ideo circuit dis- 
closed that the recipe scenes did not 
televise clearly. It was difficult to dis- 
tinguish, for example, the various items 
used in a salad plate. On the screen, 
the salad appears rich and appetizing 
in color: on T\ it transmitted a» a 
dark mass with little or no definition 
between ingredients. 

To improve matters, the agency de- 
cided to make a black and white print 
from just one of the three color nega- 
tives used in printing the movies. The 



ereen negative was chosen because it 

c ~ 

was the predominant color in the ma- 
jority of the playlets. Results are ex- 
cellent. The live food sequences, in 
particular, are bright and clear. 

In the middle of November, Chiquita 
Banana started a 13-week test cam- 
paign on all New \ ork and two Bos- 
ton TV stations (the-e oitie- being 
home offices () f [ F. and among their 
largest selling areas!. Because of its 
unorthodox fid-second length, the spots 
are placed primarily in participation 
period.-, mostly around the dinner 
hour, and in several instances in one- 
minnle periods where the preceding 
program can be cut to accommodate it. 

In the middle of January, additional 
TV spots were added when I F bought 
twice daily participation for Chiquita 
in the 15-niinute human interest pro- 
gram "Stranger than Fiction' via 
WNAC-TV, Boston. 

Lniled Fruit has ne\er offered a 
premium itself. But the Kellogg Com- 
pany, in conjunction with I F. used 
six color transfer pictures of Chiquita 
and a rag doll version of the \ otmg 
lady, as a premium to help sell its corn- 
flakes. 

There's no guarantee that I F won't 
handle a premium itself in the future. 

"Chiquitas an unpredictable person- 
ality."' savs Mr. Partridge, whose offices 
are overflowing with premium ideas. 

"We operate. " he concluded, "'on 
the idea that if we can create sales and 
good will for ourselves and allied con- 
cerns, we re doing the job we .set out 
to do. Flexibility and mobility in our 
own advertising, and the feeling we are 
contributing something to the overall 
advertising picture which will educate 
the consumer to a healthier, happier 
life, just about covers it. 

'"\\ hat Chiquita has done for sales 
is. of course, impossible to say because 
of the great demand. As for what she 
has accomplished in the way of good 
will, tin 1 record speaks for itself. 

"W e are firmly convinced that every 
medium serves a purpose; that one 
does not detract from, but rather 
strengthens, the power of the others. 
There is no set allocation of onr budget 
to am one of them. That is win our 
raclio-T\ figures for 1050 arc arbitra- 
ry and preliminary, subject to change 
al am time 1 . \\ e're like an organist 
who pulls out the stops that will make 
the tune sound best." 

Bight now. after five years of Chi- 
quita. the tune still sounds miglitv 
good. * * * 



The Station that Delivers the 

Plus Audience! 



FIRST 



IN LISTENING (Hooper) 

IN NETWORK (nbc) 

IN POWER (5000 WATTS) 

ON THE DIAL (600) 
ON THE AIR (1930) 



Your FIRST and BEST Buy! 



Affiliated with 
NBC 



1 930 



WSJS 

^ WINSTON-SALEM (J> 

THE JOURNAL-SENTINEL STATIONS 



twentieth anniversary year 



Represented by 
Headley-Reed Co. 
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WCFL, Chicago 
1000 on the dial 



Represented by the Boiling Company 
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He's gone too far already, say 
some. There's the station manager in 
North Carolina who wrote that 
he got so steamed up looking at the represen- 
tation of the "Station Manager" 
that the print hurst into flame. And the 
New York radio director who 
locked his copy of the "Account Execu- 
tive" in his desk because one of the 
agency account big-wigs "was kind 
of sensitive." So it's wise to calculate the 
risk before decorating your office with 
these five provocative, radio-ribbing, 
Jaro Hess drawings. They're 
12" x 15", reproduced on top-quality 
enamel stock, ideal for framing. 



s 



-u i 1r*i< *■ h you' 



j - , 

If you think the sponsor is out-of-this- I 
world, then wait 'til you see the four 

others. Jaro Hess caricatures are | 

/0 , 0 . available only with your subserip- I 

($8.00 per year) . cnnvcnn i- -i I 

turn to SPONSOR. Extra sets, avail- 
able to subscribers, at $4.00 each. t 

i I 



"I am 100% satisfied with 
your excellent caricature titled 
Sponsor never satisfied." 

The Toni Company 
Don P. Nathanson 



"It's a good thing advertising 
men don't bruise easily because 
these Jaro Hess satires really rib 
the business." 

Louis C. Pedlar, Jr. 
Cahn-Miller, Inc. 



"The pictures by Jaro Hess 
are splendid and I'm delighted 
to have them." 

Niles Trammell 
NBC 



"During each busy day I make 
it a point to look at them just 
once. They always bring a smile 
and relieve tension." 

Dick Gilbert 
KRUX 



SPOT, NETWORK, OR BOTH? 

I Continued from page 19 ) 

prerequisites (plus an unshakable be- 
lief that network advertising was its 
proper medium) when it signed the 
modest-cost Fibber McGee & Moll) to 
a 26-statioii NBC Blue Network in 
1935. And it needed plent) of that 
unshakable belief, too. After 15 
months, their Hooper was as modest 
as their budget: 7.0. B\ April. 1937. 
it was 12.8. In 1944. it hit 33.5 to be- 
come the highest-rated comedy team 
on the air, and in second place on 
audience preference lists. Last >ear 
it was in third place with a substantial 
rating of 24.9. 

What S. C. Johnson accomplished 
by staying with its network decision 
is two-fold. It sold America general!) 
on wax for a variety of uses, and on 
Johnson wax particularly. Johnson's 
wax outsells all other brands put to- 
gether. 

What of spot radio advertising? 

As previously indicated, spot can be 
highly effective for a national adver- 
tiser. And for a seasonal product, or 
one with spotty distribution, or some- 
thing netv or speculative, or for a lim- 
ited budget, it cant be overlooked. It 
is the best national product proving- 
ground in radio advertising. Because 
of spot's flexibility and mobility, astute 
advertising managers can manipulate 
their campaigns* much in the manner 
of a general deploying his forces. If 
a product is new, and consumer ac- 
ceptance yet to be gained, it is as much 
an advertising error to pit it against 
an established product as it would be 
a tactical error to order green troops 
to battle seasoned veterans. 

The new anti-histamine products are 
a good case in point. It would be fool- 
hardy to attempt to establish these 
products, while they are still compara- 
tively new, via network advertising. 
The same goes for king-sized cigar- 
ettes. Embassy, Fatima. Cavalier, 
Life, Pall Mall and Regents are heavy 
spot users. They are gaining their ob- 
jectives step by step. As a result they 
are able to analyze the opposition's 
strength and so conclude when to move 
into a market, when to sit tight until 
enough force is mustered to strike. Is 
a specific market lagging; is his prod- 
uct moving sluggishly of! dealers' 
shelves in certain areas; do distribu- 
tors need a shot in the arm in others? 
The advertiser can shift markets al- 



most as easih as the general moves 
the pins on his map. 

No more order!) progression to- 
wards its objective conies to mind 
than the case of Rosefiehl backing's 
Skippy Peanut Butler. No brand of 
peanut butter had been established 
nationally or in volume when Skippy 
decided it could be done. (Previous- 
ly, the product had been sold and 
named regionally by local packagers.) 

Network was out of the question. 
The budget was too small, the risk too 
great. Starting in one city with a spot 
campaign eight )ears ago, Rosefield 
Packing concentrated on wholesale and 
retail outlets, building up distributors. 
It was tough, pioneering work. But 
it was done so realistically and well 
that the program was extended to 52 
markets. 

For the past seven years, '*Skippy 
Hollywood Theater* has been the ve- 
hicle ... a comparatively low-cost 
transcribed show from Hollywood fea- 
turing minor screen names and experi- 
enced radio talent: it was created b) 
transcription producer C. P. Mac- 
Gregor in cooperation with Rosefield 
and its agency, Garfield-Cuild. (Since 
1948. Young & Rubicam. San Fran- 
cisco, has handled the account.) 

As the show rolled up audiences, 
Skippy invaded market after market, 
always preceded by the program. Fol- 
lowing its uncompromising "hands off 
low-audience, poor listening-tiine 
buys.'" the product never entered a 
market until good evening time on a 
top rated station (preferably a 50.000- 
watter) was available. In every mar- 
ket it entered. Skippy not only started 
right up the sales ladder, but upped 
peanut butter consumption generally. 
With the groundwork solidly estab- 
lished via spot, Rosefield Packing put 
Skippy on 62 CBS stations in Decem- 
ber, including two in Hawaii. 

The story of Rulova Watch, second 
largest spot user ( Colgate-Palmolive- 
Peet is first), reads like a textbook on 
successful spot use. It started in 1927, 
when time signal spots were placed 
with WWJ, Detroit. That year the 
Biow Co. {still Bulova's agen<-\ after 
25 years) spent $30,000; in 1949 it 
spent $3,500,000 on over 250 stations 
and in every TV market with 10 and 
20-second announcements and some 
time signals. 

The format is simple and frequent: 
telling people the time, spelling out 
B-U-L-O-V-A for remembrance value; 
Inning spots before and after leading 




SAN FRANCISCO — 
WELCOME 



Available February 281-11, 
the first Pulse radio re- 
port for the San Fran- 
cisco metropolitan area. 

This radio report will be 
issued bimonthly here- 
after, and becomes num- 
ber nine in the list of 
Pulse radio reports. The 
others are Boston, New 
York, Northern New Jer- 
sey, Philadelphia, Wash- 
ington, D. C, Chicago, 
Cincinnati, and Los An- 
geles. 

For radio and television 
facts 
ASK THE PULSE 



) 



THE PULSE Incorporated 

ONE TEN FULTON STREET 
NEW YORK 7, N. Y. 
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Produces over 
$1,000,000,000 of 

Manufactured 
Goods Annually 




NORTH CAROLINA 



BMI 

SIMPLE ARITHMETIC 

IN 

MUSIC LICENSING 

BMI LICENSEES 



Networks 


23 


AM 


2,064 


FM 


403 


TV 


90 


Short-Wave 


4 


Canada 


150 



TOTAL BMI 
LICENSEES 



2,734 



You are assured of 
complete coverage 
when you program 
BMl-licensed music 

/1< nf February 6, 7950 



BROADCAST MUSIC, INC. 

5SO FIFTH AVE., NEW YORK 19 

NEW YORK ■ CHICAGO • HOLLYWOOD 



1 he variations, regionally . in con- 
sumer product acceptance and peak 



leners taste.* between markets, based 
on C. E. Hooper s winter-spring reports 



for 1919: 



eon a. 



2:5.3: Fort 



network shows. 

Bulova learned a lesson after the 
stock market crash of 1929. when the listening periods are too clearly' set 
widespread panic influenced them to forth in tlie accompanying charts to 
relinquish a majority of spots. It was need reemphasis here. Hut consider a 
a heartbreaking job gelling them back, small sample of the fluctuation of IV 
While niany watch companies cut ad 
budgets during the war I when their 
factories were largely engaged in pro- 
duction for military use). Bulova re- 
membered '29 and hung on. Spot is 
Bulova's only radio advertising, and 
sales are directly traced market-by - 
market through the simple device of 
altering the watch names. 

Stimulating, too. is the experience 
of Ajax Cleanser, which started out 
three years ago to crack one of the 
most competitive of all markets. Spot 
radio ami newspapers were chosen ex- 
clusively to carry the product across 
country. The agency (Sherman & 
Marquette I will not reveal its method 
of buying spot radio, but concedes it 
has done "a terrific job" in joekevinu 
sales to lop position in many markets. 
Ajax. currently number two seller in 
the field, is sending the heels of long- 
time leader 15ab-0. 

I his leaves two points in sponsor's 
roundup of spot's positive factors: 
products which have a high regional 
variation in consumer accep.ance : 
products which need to reach a specific 
segment of the audience a' peak listen- 
ing time. 

'1 hese are hotly disputed points, 
with spokesmen for network and spot 
claiming superiority in tailoring cam- 
paigns to fit those product and con- 
sumer characteristics. The argument* 



Arthur Godfrey 
Worth. 3.5 

Pepper Young's Family — Fort Word), 
13.9; Syracuse, 5.5 

Wendy Warren— Syracuse, 11.2; Ok- 
lahoma City. 1.4 

Young Dr. Malone Cleveland. 10.8; 
Fort Way ne, 2.4 

Portia Faces Life- Oklahoma City, 
12.3; Cleveland, 3.7 

Ladies Be Sealed Fort Wayne. 11.3: 
Fargo. 3.5 

Ma Perkins- Fargo. 20.2: Peoria. 1.0. 

Does it seem wise judgment to buy 
a single type program to appeal to 
these very indh idualistic markets, and 
the people who make up those mar- 
kets — especially when local programs, 
with their intensely loyal audiences, 
are available for the job? It's an old 
advertising axiom that when vou set 
out to clinch a sale, speak the other fel- 
low's language. There are relatively 
few universal languages which network 
can use to do this; spot does it by ap- 
pealing knowingly to listeners" likes 
and dislikes. 

Comparative-cost pros and cons, of 
course, are a moot subject. So com- 
plex is this question that an entire 
article could be devoted to it without 



advanced must be reviewed searching- Hearing a clear-cut decision. The net- 
ly. for not all considerations are im- works offer package programs which, 
mediately apparent. on a nationwide basis, are generally 

Without exception, network execu- expensive than individual pro- 

lives say that by buying a network of grams on a number of stations. Yet. 

Capitol. Lang-Worth. World. KCA 
Thesaurus. Standard Radio and other 
music libraries offer scripts for spot 
broadcasting to fit varied budgets. 
And Ziv. TS1. Goodman, MncGregor. 
Fells, and other t ranscribed-program 
firms can furnish standardized pro- 



selected markets a manufacturer can 
achieve results comparable to the use 
of spot stations. The perplexiu in 
this argument revolves around three 
points: 111 the regional variation in 
consumer purchases. (2l the regional 
variation in listening habits I see 



charts on page 191 and the fluctuation grams often the equal of network fare. 



in listeners program tastes between 
markets. 

An advertiser buying selected net- 
work stations or a regional network 
buys a single type of program to ap- 
peal to a highly diversified audience: 
one with such cleancut differences in 
product acceptance, listening habits, 
by lime of day and night, and program goals objectively 
(preference, as to be startling. 



It boils down to what the advertiser 
wants, and what he has to spend. 

sponsok has no brief in favor of 
buying network or spot or vice versa. 
It definitely holds the belief, however, 
that 1950 can be a red letter year for 
manufacturers who will study their 
broadcast advertising problems and 
and slick to their 
conclusions. * * * 
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For all the favorite NBC network 
television programs ... and really 
good local productions . . . everybody's 
watching CXHl©[iG a,: ij I W. .. exciting new 
"Clear Sweep" television station 
that . . . 

MAKES THE SAN FRANCISCO 
BAY AREA A "HOT" 



TELEVISION MARKET 




• Represented nationally by FREE & PETERS, INC New York, Chicago, 

Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios in the 
San Francisco Chronicle Building, 5th and Mission Streets, San Francisco 
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THE AUTO INDUSTRY 

'Continued from page 25) 

same \\a\ other indu-tris^ are flirt- 
ing with televiMon today. The car 
makers, in effect, are about 10 years 
behind the pack. 

They started out 1 oldly enough, a 
glance at the record shows. Back in 
January. P)27. Henr\ Kurd sponsored 
the hour-long "Old Fashioned Dane" 
Program" on NBC. spending §10.1)00 
for two shots. General Motors, fol- 
lowing Fords lead, in March bought 
the first of its once-monthly "Cadillac 
Concerts" on the late NBC Blue Net- 
work. In July. CM aired a one-shot 
for Buick on NBC "Roxy and His 
Gang. By September. eautiou- Chrys- 
ler wa- in the thick of it with "The De- 
pendable Hour of Music" on CBS. 

In November. General Motors re- 
turned to the air with the "General 
Motors Family Parts. which ran 
through 1929. During the next five 
year.-, almost every major automaker 
— including some firms since defunct, 
like Graham-Paige. Franklin, and 
Durant — took a fly er in radio. I n- 
fortunatelv. most of them made their 



bid on a much too tentative and fleet- 
ing basis. 

By the mid-thirties, some of the 
automotive leaders were emboldened 
to the point of staying with a show for 
more than one or two programs. Ford 
inaugurated the "Fred \\ aring Show' 
and the "Ford Sunday Evening Hour." 
Chrysler, breaking away for the first 
time from the straight musical format, 
made radio history with the ''Major 
Bowes Amateur Hour, which set an 
all-time record as the highest-rating 
commercial network show. 

The increasing importance of the 
local dealer in automotive merchan- 
dising began to make itself felt by 
19.35. In that year, Chevrolet bought 
a transcribed World Broadcasting Sys- 
tem show. "Musical Moments. " on 300 
stations. Phis was the largest selective 
radio campaign of its day, and firmly 
established in automotive air advertis- 
ing the theme of "see your local deal- 
er." 

After the I . S. entered the war, the 
auto makers, like other industrialists, 
switched to the production of guns, 
aircraft, tanks, munitions, and other 
materiel. Automobile advertising 



either \va- suspended entirely or re- 
verted to the purest ty pe of institution- 
al selling, calculated to keep the manu- 
facturer's name before the public. 
When the war ended and reconversion 
began, the pent-up demand for new 
car? continued to be so strong that the 
gist of most automotive advertising 
had to be, "Keep your shirts on.' 

Customers' shirts, it would appear, 
are on to stay. Thus, automobile ad- 
vertising has had to he reconverted 
to meet the new market situation just 
as the auto plants were reconverted at 
the wars end. But the automobile in- 
dustry, dragging its feet as usual in 
radio, has been uncommonly slow in 
its reaction. 

The Ford Motor Co. (agency: J. 
Walter Thompson I awoke with a start 
last January , shot a worried glance at 
the calendar, and bought $500,000 
worth of AM and T\ shows in advance 
of the new-car showings. Although 
this was the first time that Ford had 
bought network programs on a short- 
term basis, it doesn't necessarily fol- 
low that it presages a revolution in 
automotive advertising on the air. 
While the short-term buy may indeed 
color Ford's subsequent use of net- 
work radio, there is no reason to sup- 
pose that the rest of the industry will 
follow suit. 

Gordon C. Fldredge. advertising 
manager of the Ford Division, said of 
the short-term buy. "... It presents a 
greater flexibility for the advertiser. 
It's roughly equivalent to buying pages 
in publications for specified dates of 
issue, and hence it permits closer tim- 
ing with an overall advertising cam- 
paign." 

Ford has been as willy-nilly about 
radio in the past as any other car 
maker, but in this instance at least, the 
company acted promptly and on a 
broad enough scale to accomplish its 
objective. 

Chevrolet (agency: Campbell- 
Fwaldl. on the other hand, has made 
a major effort in television. Chewy 's 
video schedule includes the "Tele- 
Theater" on NBC: "Inside CSV" on 
CBS-TV: local sponsorship of the 
"Pantomime Quiz" by the Chevrolet 
Dealers Assn. of New York. New Jer- 
sey, and Connecticut; the Roller Derby 
on WJZ-TV: "Famous Jury Trials" on 
WABD: "Winner Take All," on CBS- 
TV: Golden Gloves on WP1W and TV 
announcements in 25 markets. 

The Chrysler Corp. (agencies: Rnth- 
rauff X Ryan: BBDiU): N. W. Aver). 



iHWw FIRST in 

the QUAD CITIES 



In Davenport, Rock Island, Moline and East Moline 
is the richest concentration of diversified industry be- 
tween Chicago, Minneapolis, St. Louis and Omaha. The Quad 
Cities are the trading center for a prosperous two-state agricultural 
area. Retail sales, total buying and per capita income rate higher 
than the national average, according to Sales Management. 



W0C-AJ¥l™*W0C-FM,^r«, 



WOC delivers this rich market to NBC Network, national spot 
and local advertisers . . . with 70 to 100% DMB penetration in the 
two-county Quad City area ... 10 to 100 ,T '> in adjacent counties 



W0C-TV 



Channel 5 

22.9 Kw. Video • 12.5 Kw. Audio 



On the Quad Cities' first TV station NBC Network (non-inter- 
connected), local and film programs reach over 5,000 Quad Cities 
sets hundreds more in a 75 air-mile radius 

Basic NBC Affiliate 
Col. B J. Palmer, President 
Ernest Sanders, General Manager 



DAVENPORT, IOWA 

FREE & PETERS, Inc. 

Exclusive National Representatives 
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Late in 1946 sponsor hopefully published the 
first issue of a unique magazine devoted 100% 
to helping advertisers and advertising agencies 
appreciate, evaluate, and effectively use radio 
and television advertising. 

Every year since its inception sponsor has 
issued a report to its readers describing its 
state of health, its growth, what it has done, 
what it intends doing. When a magazine serves 
an industry we believe that its readers are en- 
titled to such information. 

Herewith are some facts of particular interest. 

As of the issue of 30 January, 1950, sponsor 
had published 4,424 pages. Of these, 744 pages 
were printed in the first year, 1494 pages in the 
second, 2186 pages since. 

About 53% of the total linage has been de- 
voted to editorial, 47% to advertising. 

sponsor started with a staff of eight. One year 
later it had twelve. Today it has twenty. 



j^or buyers of- radio and leic 



The 




four 





sponsor began its career as a monthly. When 
the need for more frequent publication became 
apparent it shifted to bi-weekly operation 
^every-other-Monday) , a schedule that it has 
maintained since the beginning of 1949. 

Simultaneous with going bi-weekly, sponsor 
was granted second-class mailing privileges. In 
slightly over two years sponsor has succeeded 
in converting considerably more than 50% of 
its guaranteed 8,000 copies to paid circulation 
— at the highest subscription rate in its field. 

Today sponsor has more paid subscriptions 
among national advertisers and agency execu- 
tives than any other trade publication devoted 
to radio and television. It has more than twice 
the total advertiser and agency circulation of its 
nearest competitor. 

During the problem-rift year 1949 sponsor's 
opportunity to serve the broadcast advertising 
industry hit its full stride. Before the Broad- 



cast Advertising Bureau became a reality spon 
sor editorialized time and again on the urgency 
of an industry promotion-and-selling bureau. 
The Big Plus, Radio Is Getting Bigger, Let's 
Sell Optimism (adopted by hundreds of sta- 
tions and reprinted by the thousands) were 
created and published during 1949. sponsor 
aimed its "pictorialized facts-and-figures tech- 
nique" on timely subjects. In addition to its 
regular issues it produced, during the year, the 
Summer Selling Issue, Fall Facts Issue, NAB 
Evaluation Issue, 99 TV Results (three print- 
ings) , Farm Facts Handbook. 

These are some sponsor contributions, over 
and beyond its normal activity, to its readers. 

We believe that sponsor's growth is in pro- 
portion to its fulfillment of outstanding indus- 
try service. 

In this crucial year 1950 we believe that 
sponsor is on the road to greater achievement. 
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RESULTS 

Ask vour lleadlev- 
Heed man nliont the 
hest v in . . . 

4 liarlolie. 



1st in the South sixth in the na- 
tion in effective buying 
income per family. 



wsoc 

AM utt te FM i«i i mic 




M5C in Ciiarloll« 




Nov.-Dec. 1949 
MORNINC 43.7 
AFTERNOON 34.9 
EVENINC 28.8 

First By Far! 




SYRACUSE, N. Y. 

Represented by 
FREE & PETERS, INC. 



has 1 ecu sponsoring the "Groueho 
Marx Show"' for DeSoto-Ply mouth on 
CBS. although at tlii- writing the pro- 
gram had been cancelled temporarilv 
because of a strike at the DeSoto- 
l'ly mouth plants. 

Packard (agency: \oiing & Ruin- 
rami recently signed for sponsorship 
of a new half-hour variety series over 
\15C-*1 \ . -tarring Edward Everett Hor- 
ton. to begin March 23. This show 
will mark Packard's debut in network 
telev ision. 

liuick I agency : Kudnerl. out of net- 
v\ork television since its sponsorship 
of the Olsen & Johnson show' last sum- 
mer, lms bought an extensive national 
schedule of radio and television an- 
nouncements. 

Dodge (agencv: Kulhrauff Ryan) 
ha.- been using television on a local 
level. In Detroit, for example. Dodge 
dealer- since Jan. 15 have been spon- 
soring a 15-minute sports newsreel 
program on Sunday night. 



Kaiser-Frazer I agencv 



.Morris F. 
Suanev I will introduce its new low- 
priced line early in April, heralded by 
one of the biggest advertising drives 
in the history of the industry. Heavy 
use of radio and television is antici- 
pated, with the accent probably on an- 
nouncements. Packard likewise has 
launched an extensive announcement 
campaign, which got under way Feb. 
1. Studebaker lias been u-ing an- 
nouncements over a wide area on a 
continuous basis. lo return to the 
broader, industrv -wide picture: local 
dealers can teach the average car man- 
ufacturer a great deal about the ef- 
fective use of radio. While the manu- 
facturer is only now narrowing his 
sights to the direct selling range, the 
dealer has always had a sharp bead on 
the ultimate target. He knows the 
market at first hand because he lives 
in it. And his knowledge of what the 
competition is doing is necessarily 
more realistic than that of the boys in 
the board room. 

Thus the manufacturer, when plan- 
ning his radio strategy with hi.- agencv 
advisors, would be wise to give his 
dealers a bigger voice in top-level ad- 
vertising policy than they are getting 
todav. Thev. after all. will be niakinu 
most of the final sales. 

What line will automotive advertis- 
ing on the air take in '50? sponsor's 
probing of that question indicates that 
institutional advertising will not be 
out. as one might think at fust con- 
sideration, but it will eertainlv be sec- 



ondary. No matter what the product, 
whenever one is merchandising an 
item in the four-figure price range, a 
feeding of confidence in the maker must 
he planted and nurtured. 

1 he state of the automobile market 
being what it is, however, the first 
requisite of all its advertising will be 
hard and direct selling. Claims and 
counter-claims will shower down like 
confetti, and superlatives will float 
through the air with the greatest of 
ease. 1 hus. much will be heard about 
the "higher (inside I, wider, longer 
Dodge.' with its "knee-level'' seats, 
and "picture windows'"; Lincoln-Mer- 
cury will bear down hard on "'ease in 
steering"; and "increased driving 
smoothness : the new DeSoto is "long- 
er, lower (outside) and wider'': Pack- 
ard is calling attention to specific fea- 
tures, such as its "I ltrainatie" trans- 
mission. 

As this winter wears into spring and 
the heavy saturation selling linked 
with the arrival of the new models 
lessens, it'- likely that the trend toward 
the use of programs rather than an- 
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nouncemcnts will lie more evident. 
There is no set formula for choosing 
the kind of radio program that will 
sell ears. Ford, for example, in its big 
buy on Mutual p.m\ CBS, chose m\ster\ 
dramas, audience participation shows, 
news reels, dance music interludes, and 
comedy. Ford bought more mystery 
shows than any other t\ pe, as it hap- 
pens, but onl\ because there were more 
mystery shows available. 

Ford s time choices are more sig- 
nificant — all of ths shows were spotted 
between 7 and 11 p.m., peak hours for 
family listening. The company s mo- 
tive in picking up the tab for these 
network substainers was not philan- 
thropic. Ford was aware thai, year 
in and year out, many sustainers are 
among the best shows in radio, with 
huge and loyal audiences. A sponsor 
who is shrewd enough to buy an estab- 
lished sustaining program is getting, 
in effect, a going concern, with a 
ready-inade clientele. The spadcwork 
involved in building an audience has 
been done before he arrives on the 
scene, and thus he gets real circulation 
for his first dollar. 

As for television, if the automotive 
industry's radio history were the only 
yardstick, one could expect the car 
makers to get rolling in video by about 
1960. Hut even Rip van Winkle, once 
roused, stayed awake. The automo- 
bile manufacturers have been quick to 
recognize the value of television as a 
sales medium for a product which sells 
largely on visual appeal. By a twist 
of the dial, the living room can be 
transformed virtually into a dealer "s 
show room. 

While the car makers are steadily 
increasing their TV spending, there is 
no evidence that this means a cutback 
in radio. It does mean a more care- 
ful integration of media than hereto- 
fore. It means thoughtful planning, a 
lack of which quality has character- 
ized automotive broadcasting in the 
past. There is no percentage in going 
into broadcast advertising blindfolded 
through a revolving door. * * * 



AFTER MIDNIGHT 

{Continued from page 29 I 

tion to New York — Dover. Del., 
Bridgeport, Conn., and Bethlehem, Pa. 
The study, which w as commissioned by 
WOR, showed that 43% of those polled 
listened at home. About 36T listened 




utilizing WGY 10 years ai 
are using WGY today 
...reason? 



Represented Nationally by NBC Spot Sales 
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E» TELEVISION 



CHANNEL 4 



Serving Eastern New York, Western New 
England, Albany, Troy and Schenectady 



WGY 

A GENERAL ELECTRIC STATION 
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in llieir cars while going to or coming 
from work. 14'< listonecl while al 
work, and the remaining 8'f listened 
in rc>lauiant>. 

\ laler Crossley check for WOK in 
Greater New \ ork alone showed that 
>omc portion of the station's program- 
ming between 2 a.m. and 6 a.m. was 
heard in 200.000 homes. WOR boost- 
ed that figure to 350.000 homes on the 
basi> of a similar survey a year later. 

Am one who thinks that after-mid- 
night listening is strictly a big-city 
proposition is badly misinformed. It s 
true that many of 1 he 21-hour stations 
are located in the larger cities \e\v 
York. Chicago. Detroit. Washington. 
Philadelphia. Los Angeles, and so on. 
On the other hand, some of the most 
loyal all-night radio fans are farmers, 
living in solidly rural areas far from 
the "asphalt jungles." 

A typical example is the rich south- 
ern California fruit and truck produce 
area served by the Broadcasting Corp. 
of America stations — all five of which 
are on the air all night. It gets so hot 
there during the day that much of the 
farm work is done after dark, when 
the mercury drops sharply. It s a com- 
mon sight to find a fanner in the Im- 



perial \ alley or the Palo \ erde \ alley 
running his tractor all night, with a 
radio beside him. 

The fne RCA stations are neatly sit- 
uated to blanket this area. Kl'KO, 
Riverside, serves as the key station, 
feeding programs to the farm belt out- 
lets; KPOR-EM, San Bernardino; 
KROP. Brawley-El Centro; KREO, 
Indio • Palm Springs, and Kl T CB. 
Byllhe. BCA officials claim that on 
most nights there are just about as 
main people awake and listening to 
their radios in this section as there are 
during the day. It appears that those 
who aren't ploughing the south pasture 
to music, or listening at home, are lis- 
tening on the highways. 

The area is traversed by three of 
the main transcontinental traffic arter- 
ies — Highways 00. 70. and 80, and by 
a major north-south road. Highway 
99. Checks at traflic control points 
disclosed radios in 83' « of the 52.000 
ears travelling these roads on an aver- 
age day. An estimated one-third of 
these cars are on the highways between 
midnight and 8 a.m. Moving targets, 
to be snre, but nonetheless potential 
customers with money to spend. 

BCA is so completely sold on the 



Up On Stilts? No, Sir! Miami's Rapid 
Growth Into One Of Dixie's Key Markets Is 




Greater Miami's population is made up 
of honest-to-goodness, root-growing, 
year 'round residents. ..plus thousands of 
tourists from everywhere, who come 
back year after year as regularly as the 
swallows to Capistrano! 

By telling your story with regularity over 
WIOD... which covers this expanding Key 
Market as completely as Florida's Sun,,, 
you can get and hold your share of sales! 

For detailed information and proof of 
our selling ability. ..call our Rep 

George P. Hrjllittghtry Co. 



James M. LeCatC, Gtncral Manager 

5,000 WATTS * 610 KC • NBC 



richness of the after-midnight market 
and the profitability of the all-night op- 
eration that the firm plans a wide ex- 
pansion in that direction. By spring, 
BCA expects to be able to pipe all-night 
programming to stations throughout 
California and Arizona. 

Great reductions in time rates are 
one of the brightest aspects of the 
after-midnight picture, from the ad- 
vertiser's standpoint. At WIS'EW. for 
example, rates for lime between mid- 
night and 5 a.m. are cut elcarlv in 
half — S150 for a single half-hour that 
would cost $300 al 10 p.m. and the 
same deal on spots. Other all-nighters 
slash their rates similarly after mid- 
night. 

WWDC, the only round-the-clock 
station in Washington, 1). C charges 
only S20 for six one-minute spots, or 
$70 for 29 one-minute spots. This sta- 
tion, which began all-night operations 
in January, 1944, has been outstand- 
ingly successful as an after-midnight 
sales medium — and in a citv not par- 
ticularly noted as a slay-up-lale center. 

One of WWDC's first after-midnight 
sponsors was the small bcanery men- 
tioned earlier. Within a year the busi- 
ness bad expanded sufficiently to main 
tain a fleet of jeeps equipped with hot 
plates, which delivered orders phoned 
in by hungry listeners egged on by the 
WWDC plugs. Other sponsors on 
WWDC's all-night "Yawn Patrol" dur- 
ing the past year have been night 
clubs, theaters auto dealers, breweries, 
record shops, taxi companies, and sur- 
plus sales stores. Hav ing the all-night 
field to itself in the capital, the ''Yawn 
Patrol ' has an exclusive estimated au- 
dience of 10.000 on weekday nights 
and up to 20.000 on Saturday night. 
(Estimates by the American Research 
Bureau, Washington.) These figures 
do not include taxicab (9.000 Wash- 
ington cabs have radios) or automo- 
bile listening. 

The bargain rales available on after- 
midnight shows are even more enticing 
when one considers the truly amazing 
"bonus ' cov erage that usually goes 
with them. As the night wears on and 
more and more limited-time stations 
across the country sign off, those that 
remain on become veritable one-station 
networks, beaming through the lmclut- 
i lercd ether to points hundreds or even 
thousands of miles beyond their nor- 
mal signal areas. This is true ev en of 
the smaller outlets~250-watl WWDC 
has received listener mail and tele- 
grams from 43 stales during the early 
morning hours. 



56 



SPONSOR 



CIIIQUITA BANANA 



Unit oil Fruit Company's First Lady of television film 
commercials anil minute movies. 



A recent independent audience reaction study proved 
that Chiquita Banana was the most popular of ten TV 
film commercial spots tested: 



INTEREST SCORE 


CHIQUITA 
BANANA 

95 


HIGHEST RATED 
COMMERCIAL 
TESTED TO DATE 

85 


AVERAGE OF ALL 
TV COMMERCIALS 
TESTED TO DATE 

70 


BEMEVABILITY 


92 


78 


69 


1 N FORM ATI V EN ESS 


91 


81 


68 


REMEMBRANCE 


85 


81 


63 


EFFECTIVENESS 
QUOTIENT 


90 


79 


68 



* © United Fruit Co. 



Stories created by Batten, Barton, Durstine & Osborn, Inc. 

Directed and Produced 
by 

JOHN SUTHERLAND PRODUCTIONS, INC. 

NEW YORK HOLLYWOOD 



13 FEBRUARY 1950 
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how big can a 
5,000 watter be? 



Plenty big. . .if the station has one 
of the half-dozen best frequencies in 
U. S. radio. 



that's WHT — 600 k.c. 



Plenty big. . .when ground conductivity 
and freq. combine to push the 
2.5 mv. line way out 



that's WMT — with a 2.5 in v. 
contour of 19,100 sq. ml. 



Plenty big. . .when there are people 
living m all those square miles 



that T s WMT1 and — a "city* the size 
of Washington, D. C, spread, out 
over the richest land ip the world 



WMT adds up to the kind of a station 
an advertiser needs to cover 
Eastern Iowa economically! 



Now in 
our 27th 
year ■■' 



WMT 



The Katz man 
will )>rovidt 
full detail* 

* 



BASIC COLUMBIA NETWORK CEDAR RAPIDS 



ask 

join Hum & (7n. 

about Hie 

fas & ]\\\\M 

STATIONS 
IN 
IMC 



W III I! li 




FM 
TV 



Kirn I Slal ions of Virgin i:i 



KKEPTIf'AL 
111 WAV 



His product was home insulation 
— big stuff. 

When a KDYL salesman said, 
"Let's pitch that to our big 
morning audience," the man was 
ikeptical . . . but said he'd try 
it. 

He sold three insulotion jobs 
within a week as a direct result 
of o few morning spots. 

That's when he colled the KDYL 
salesmon and said, "Run, don't 
walk, down to my place so I can 
sign a long contract!" 

Another satisfied KDYL client. 
And of course KDYL-TV brings 
the same kind of results! 



1 



Salt Lake City. Utah 
National Repreienrarive: John Bloir & Ca. 



Powerful WJR. Detroit, operating 
with 50 kilowatts on a clear channel, 
has pulled replies from virtually every 
state in response to its "Goodwill 
Daw nhuster * program, aired from 2 
a.m. to 5 a.m.— and also from Iceland, 
Cuba, Puerto Kieo, Australia. New 
Zealand, and Alaska. Save-Rv-Mail. 
Inc.. bought six announcements on 
WJR at 2 a.m. between Deo. 6 and Dec. 
11. announcing a special Christinas of- 
fer of giant animal toy balloons. The 
spots pulled <531 orders from many 
states, at a cost to the advertiser of 
12.60 per order. The company had al- 
located 25<? per order and would have 
thought it a good buy even at that 
price. 

Still more spectacular was a mail 
test made oxer WJR last winter by the 
Chrysler Corp.. which sponsored ""One 
Hour of Entertainment" from 1 to 2 
a.m. Monday through Saturday. An 
offer of a free automatic pencil drew a 
total of 17.129 requests from 42 states 
and six Canadian provinces, all post- 
marked within 24 hours of the an- 
nouncement as stipulated. 

The unique quality of after-midnight 
programming undoubtedly lias had 
much to do with its outstanding suc- 
cess as a sales medium. This is re- 
laxed, shirt-sleeves radio, in sharp con- 
trast to the frenetic, always-punching 
davtinie variety. The pressure is off. 
and all the listener need do is listen, 
with a minimum of mental effort. 

It's axiomatic in after -midnight 
radio that "'the more music and the 
less talk, the better the show.'* Obvi- 
ously, the kind of music played is im- 
portant, too. The smarter all-night disc 
jockeys eschew the blaring "One 
O Clock Jump school for less bucket- 
footed fare Strauss waltzes, light 
classics, and the like. Sometimes there 
is a noisv minority of listeners who 
seem to prefer loud and hot licks even 
at 3 a.m.. but firm handling usually 
sways them. 

Uan-Cuminings. all night dise jockey 
for \\ WDC. Washington, took a dras- 
tic step along this line some weeks ago. 
lie played eight different renditions of 
"Mule Train." flooding the capital with 
whip-cracking and elippcty -flopping 
for a solid half-hour. This was a re 
\ ei se-Cnglish approach. "I wanted to 
play the tune to death in the shortest 
possible period." Cuminings said. 

"Newscasts arc standard on most af- 
ter-midnight shows, usually in shots of 
five minutes or less, together with 
weather reports, bale sports results are 
a fixture on main such programs. 
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Others feature one or more interviews 
each night with recording artists or 
other show business luminaries. 1 here 
is often a tendency to overdo such pro- 
gramming, however. This should he 
guarded against lest the show become 
too talky. 

Mood is practically everything in 
the after-midnight field, and the big 
thing is to avoid jarring it. The re- 
laxed listener is an ideal sales prospect. 
The more adroit after-midnight an- 
nouncers and disc jockeys arc artists 
at inducing just the right degree of 
semi-somnolence — a state difficult to 
achieve during standard broadcasting 
hours, when there are any number of 
distractions. 

But the trick of turning the all-night 
audience into gold isn't really alchemy. 
It's a formula that any thoughtful ad- 
vertiser can master, as thousands al- 
ready have. * * * 



D-DAY AT THE WALDORF 

(Continued from page 30 I 

fessionals such as Bing Crosby. Boh 
Hope and Fred Waring will appear. 

Following is the suggested agenda, 
which may he a model for showings in 
other parts of the U. S. 

The film will be shown in the Wal- 
dorf's Grand Ballroom, starting about 
6:30. Dinner will follow. After din- 
ner, such public and industry leaders 
as Henry Ford II. Harvey Firestone, 
Jr., David Lilienthal, and Harold Stas- j 
sen will speak briefly. Culminating the 
evening, George Denny, moderator of 
ABC's "Town Meeting of the Air," 
will preside over an open discussion 
of radio cued by the film showing. 

The first rough-cut full-length ver- 
sion of LIGHTNING THAT TALKS Was 
viewed on 2 Feb. in New York by a 
group of network, station, and trade 
press representatives. 1 he showing, 
hold in NBC's Johnny Victor 1 heater, 
was in the nature of a sneak preview 
and the film will undergo further edit- 
ing and modification hefore making its 
formal bow at the W aldorf. The fin- 
ished product will he available for lo- 
cal showings in 16 nun. or 35 mm., 
each running ahout 45 minutes. Two 
20-minute condensations of lightning 
That TALKS are also being produced, 
one emphasizing radio's position in the 
American social scheme, the other 
built around four radio result stories 
touched on in the film. * * * 



YARDSTICK NUMBER TWO 

{Continued from page 27) 

of critics seem to encourage its pos- 
sible misuse. 

For example, an av erage daily audi- 
ence statistic might be used to bolster 
weaker days and some other figure, 
as a telephone coincidental, used to sell 
stronger da\ s. 

The three-categon breakdown offers 
an operator interesting possibilities in 
finding some instance in which he can 
claim leadership for bis outlet. And 
he only has to lay his rate card clown 
beside each column possibly to multi- 



pi) his chances of finding a case in 
which he can claim leadership. 

The 1919 report, a $1,200,000 effort, 
got under way in .November, 1918 
when a sample of 652,000 names was 
selected. Ballots were mailed in the 
spring of 1919 to families in all coun- 
ties. A return of 55'," (357.000 bal- 
lots I formed the basis for tabulating 
one of tin* most comprehensive media- 
impact studies on record. 

Television and FM effects since 
Spring. 1949. can not be exactly cal- 
culated, but the current study reveals, 
according to Dr. Baker, some coverage 
dents attrihutable to this influence. 




radio stations everywhere 





BUT ONLY ONE. 



CLEAR CHANNEL 
1 50,000 WATTS 



Agency lime buyer or Advertiser How 
does this sound lo you? Radio pro- 
gramming facilities unrivaled outside New York or Hollywood production 
centers A 200 person lalent staff including some of America s 
biggest name entertainers . And to reach lhe booming Central-South 
market the mosl powerful signal now authorized any American radio 
stalion — 50.000 watts on an interference- free Clear Channel 

That s what you get when you buy WSM That s why with 2612 
stations in this country there is still ONLY ONE WSM 

SALESMAKER TO THE CENTRAL-SOUTH 



HaBBY stone 

G«n«rof WonOJw 
IRVING WAUGM 

EDWA»0 PETRY i CO. 
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'"Xaf 1). Williams, one of many 
•rood reasons why a substantial 
portion* of the Memphis mar- 
ket call WDIA 'my station'. 
Oet.-Xov. Hoopers place "WDIA 
Xo. 1 in the A.M., Xo. 2 after- 
noons. These are just a few of 
the reasons why WDIA does a 
real job for such accounts as 
Stokely-Van Camp, Inc. 

* .Metropolitan Memphis -14% Negro, 
t'.S. Census 1(140. 

WDIA, Memphis, Tennessee, 
Bert Ferguson, Mngr., Harold 
Walker, Com'l Mngr., .John E. 
Pearson, Rep." 



Do You Want More 
Motion in Your 
Promotion? 



\\ inner of many national 
promotion awards seeks 
wider field of operation. 
20-vear advertising and 
promotion career lias in- 
cluded positions as artist, 
Uncut man, copywriter, as- 
sistant advertising manager, 
advertising and sales pro- 
motion manager (industry 
and radio stations), and 
television network advertis- 
ing and promotion director 
. . . and still in earl) <10's. 

Highest references inclinliug 
present <tf)\li<ilU>n. 

BOX N». 2.i. SPONSOR 



But the single most important fac- 
tor affecting the 1949 coverage picture 
is the advent of 1.200 new stations 
( predominentlv locals) since the 1946 
stud\. In their communities they have 
picked up local audiences and popu- 
larity, much as would a new local daily 
or weekly newspaper. The bulk of 
fringe audience losses of big power 
stations were gains of these small local 
outlets. In many instances this kind 
of audience loss has been negligible. 
And other factors have contributed to 
increasing audiences generally since 
1940. 

Quite apart from power increases, 
network changes, increasing popularity 
of a network, more aggressive manage- 
ment policies, better programing and 
promotion, etc. — all of which could re- 
sult in bigger station audiences — the 
following factors have added tremen- 
dously to radio listening: 

1. "Between 1946 and 1949, radio 
families increased by 5.283.000. 

2. The increase in radio families 
combined with the extra time 
spent listening by families gen- 
erall) resulted in an increase of 
home-hours of listening from 
156,000,000 in 1946 to 198.000.- 
000 in 1949 (Nielsen Radio In- 
dex figures) . 

And this doesn't take into account 
the important factor of out-of-bome 
, listening. 

i A check of 139 stations, selected at 
random, whose BMB counties are con- 
tained in a single state, reveals in- 
creased audiences for low-power, in- 
town stations. Most of these stations 
were new in 1946, and the check only 
confirmed what was naturally antici- 
pated. 

Changed listening patterns since 
19-16 make the current study an even 
more indispensable aid to advertisers 
I in anal\ zing both network and spot 
| coverage for maximum audiences. 
The special tabulations obtainable 
on request will be a must for national 
advertisers concerned with selecting 
I radio coverage in connection not only 
with competing stations, hnt with other 
media, especially where newspaper, 
magazine, and other advertising may 
lie a factor. The three subscribing net- 
works, ABC. CBS. XBC. will be pro- 
vided complete sets of IBM cards cov- 
ering their own affiliates for use in 
helping clients plan network coven age. 

Dr. Baker has emphasized that the 
new data does not reveal how many 
minutes a person listens. It docs not 



tell age or sex of the listener. It does 
sum up weekly audiences on the fre- 
quency-of-listening basis of 1-2; 3- 
4-5; 7-6 times a week breakdown. 
Further studies might refine the data 
reported to a still greater degree. Pro- 
posals for morning, afternoon and 
night breakdowns among others have 
been strongly urged, in the event of a 
third BMB survey. 

The ballots for the present study, as 
a matter of fact, included space for 
questions covering time of residence in 
neighborhood, number of radios in 
working order, people in home, auto 
and telephone ownership, etc. But to 
obtain this information a subscriber 
would have to order a special tabula- 
tion, which like coverage tabulations 
would be done at cost. 

Dr, Baker emphasizes that the fac- 
tors he named (summarized in a box 
at the beginning of this article) as in- 
fluencing a station's BMB audience 
can not he used as a rule of thumb for 
predicting the nature of changes in 
BMB covearage. What competing sta- 
tions do. Dr. Baker points out. as well 
as such impacts as shifting popula- 
tions. ma\ exert as great an influence 
on a station s audience as a new sta- 
tion in the market. 

It is the present feeling of Dr. Baker, 
subject to modification as the result of 
further anal) sis. that a 3 times or of- 
tener a week listening figure may be 
most comparable to ABC circulation 
figures. The impact of a station may 
be best estimated by what percentage 
of its total audience is composed of 
listeners who tune it 6-7 times a week. 

This figure approximates a real 
"daily audience," though it is obvious- 
ly lower than a figure including for 
each day the correct proportion of lis- 
teners who tune 1-2 or 3-4-5 times a 
week. The BMB report explains a 
method for weighting and computing 
an average daily audience from the lis- 
teners reported in the three columns 
referred to. 

The 6-7. or '"every day.'" listening to 
a station is probably the best indica- 
tion of audience loyalty, BMB will 
study its findings to ascertain what 
figure represents a fair audience loy- 
alty index. This figure will he de- 
rived from a stud) of the relationship 
of the 6-7 listeners to the station's total 
weekly audience. 

In its upcoming issue (27 Febru- 
ary), stonsuk will report specific in- 
stances and applications of BMB data 
hv agencies and advertisers. * * * 
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199 

TV RESULTS 



First it was 83 

TV RESULTS, 

(licit we published 

99 TV RESULTS. 

So far, we've exhausted 

three printings. 

The fourth will be 

199 TV RESULTS, and will 

be fully categorized 

and indexed for 

day-to-day use. You'll 

love this one,* even 

more than you did the others. 



i 



•We're accepting limited advertis- 
ing with a 10 February deadline. 
Regular insertion rates apply. Ad- 
vertising was not available in 
previous TV RESULTS booklets. 



510 Madison Avenue, New York 22 




i 



i 




No, we aren't entirely conversant with 
the good Doctor Einstein's latest theory 
either, but we do know that the simplest 
arithmetic will prove the effectiveness of 
KATL's new 5000 Watt Coverage in the 
South's richest market area. Call or write 
Jack Koste, Independent Metropolitan 
Sales, for the FACTS. 

Ilitustnn's Oldest Independent 




510 Madison 



I Continued jrom page 7 I 

To he useful and reliable it is most 
important, to our way of thinking, that 
a measurement of am medium should 
have the validation of the advertiser 
and his agencv. 

sponsor al\\a\s receives eareful at- 
tention in this office. It is one of the 
few trade papers that speaks out fear- 
lessly and gives all the arguments on 
both sides of a question. 

H. N. Stovin 
Vice-President 
BBM 
Toronto 



PLEASE AIR EXPRESS COLLECT 
IMMEDIATELY TEX COPIES YOUR 
ISSUE SECOND JANUARY. YOUR 
CONTINUAL STRAIGHTFORWARD 
HONEST REPORTING OF TRANSIT 
RADIO NOTED, QUOTED. APPRE- 
CIATED. 

L. H. Hi coins 
Manager, KTXT 
T aroma 



think, and it could lend itself to a lot 
of treatments. 

Jack Boyle 

Daniel Starch & Staff 

t\'ew York 



Re your poser in lead editorial 16 
January issue: If 200 \I equals 200,- 
000 does 200 M M equal 200,000,000 
radio hours. 

Howard Klarmax 

W'MCA 

A eiv York 

• SPONXIIl asked editorially for 

suEfs**stioris on 

how io gt-l across the fael that 200.000,000 
hours are de» oted to radio I interring daily— and 
how to say "200,000,000 hours" more easily. 
IIit<* are toin«* answer*. 



THAT JAR0 HESS 

Early in the year 1948 your publica- 
tion sponsored a series of illustrations 
by one Jaro Hess. If memory serves 
one right, this series of illustrations 
consisted of caricatures entitled "Spon- 
sor," "Time Buyer.*' "Station Man- 
ager," and "Radio Director." 

We are interested in securing at least 
one copy of each of these illustrations. 
Please advise the writer where these 
would be obtainable and the cost in- 
v olved. 

Ralph D. Herbert 
Advertising Executive 
Ross Jurney & Associates 
Salt Lake City 

• The Jaro II ess pictures, suit a hie for framing, 
are free w it h a subscription to SPONSOR. Extra 
sets cost $2.50. 

AUTO REPAIR AND PARTS 

Eve just finished reading the 16 
January issue of SPONSOR. The article 
on eo-op advertising is all that any 
time salesman eonld ask for. You have 
covered the subject in your usual thor- 
ough manner. 

Lately I have taken to reading 
Motor magazine whieh is directed to 
auto dealers and garage men. Thev 
run a continuing series on advertising 
and devote the major part of their 
efforts to direct mail and newspaper 
advertising. They feel that radio is not 
a good form of advertising for garages 



I HOUSTON, TEXAS 



Mr. Advertiser: 

TELEWAYS 
TRANSCRIPTIONS 

are NOT expensive!!! 

Get the low cost for the market or 
markets where you need a top 
radio program . . . 



The following transcribed shows 
new available: — 

• TOM. DICK & HARRY 

156 15-Min. Musical Programs 

• MOON DREAMS 

156 15-Min. Musical Programs 

• DANGP.R! DR. DANFIEl.D 
26 30-Min. Mystery Programs 

• STRANGE ADVENTURE 
260 5-Min. Dramatic Programs 

• CHUCKWAGON JAMBOREE 

151 15-Min. Musical Programs 

• JOHN CHARLES THOMAS 
260 15-Min. Hymn Programs 

• SONS OI" THE PIONEERS 
260 15-Min. Musical Programs 

• RIDERS OF THI-: PURPLE SAGE 
156 15.Min. Musical Programs 

• STRANGE WILLS 

26 50-Min. Dramatic Programs 

• FRANK PARKER SHOW 

152 15- Min. Musical Programs 

TELEWAYS ~- 

Send for Free Audition Platter and low rates on 
any of the above .thows '.o: 

S94<) Sunset Blvd.. Hollywood 46, Calif 
Phone CRestview 672 58 HR.ldsli.iM 21447 



1 am one of those persons who is 
1 very negligent in writing complimen- 
tary expressions. I do want to compli- 
ment your publication on the "per in- 
quiry" and "direct mail" story. I am 
I particularly pleased because you 
quoted my statements accurately, loo 
often publications like to reinterpret 
and amplify statements by individuals 
to the point where the true eoncept is 
garbled. You folks did an excellent 
job. 

William A. McCitneas 
Commercial Manager 
IV GX 
Ch icago 

• These three letters from readers all hearing 
on trade paper aeeuraey and impartiality arris ed 
in a single das. 

200,000,000 HOURS 

Anent jour editorial on the "200.- 
000.000 Hours**— -how about "228 
Centuries Every Day"? 

The mathematics are obvious. I 
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although they have recommended it by 
implication. This repair hu-in ss is a 
l>ig one. They expect to do better than 
$4,000,000,000 iFOlK BILLION) 
worth of business in 1930. Also some 
of the manufacturers of replacement 
parts spend large amounts for adver- 
tising, with budgets that run from 
$400,000 and up. Why can't they be 
shown how radio would help them? 
Companies such as Gabriel, Whitaker 
etc. use magazines like the Saturday 
Evening Post, why not radio? 

Arm and Terl 

WFBR 

Baltimore 

MUSIC LIBRARY COMMERCIALS 

Being enthusiastic readers of SPON- 
SOR we were particularly interested in 
the ''Mr. Sponsor Asks . . ." column 
relative to the possibility of a national 
advertiser being able to build a profit- 
able program by using a station tran- 
scription library. The three answers in 
the affirmative confirmed our own feel- 
ing, naturally. But what delighted us 
especially was that two out of the three 
letters were written by Associated sub- 
scribers who have been more than suc- 
cessful in merchandising Associated's 
commercially planned "Shows That 
Sell." Mr. Winslow T. Porter of 
WINC, Winchester, Va., has 14 shows 
built out of his Associated Library. 
And while we knew that Mr. Green 
had initial success in selling "The 
Stars Sing" when it was originally 
produced, it was an unusual pleasure 
to learn through a major publication 
such as yours that one's own show has 
been successfully renewed jour times 
for additional 26 program cycles (1 
promise to read sponsor thoroughly 
100 times). 

1 notice in your open letter to Gor- 
don Gray you are planning a souvenir 
edition for 30 January devoted to 
LIGHTNING THAT TALKS. We be- 
lieve that this lightning is talking with 
a greater force than ever before, large- 
ly because of such outstanding efforts 
as the All-Radio Presentation. Mitch 
Mitchell's BAB and sponsor's new. re- 
freshing, and effective approach to 
radio. Therefore, on your souvenir 
edition, congratulations and good luck. 
Leslie F. Biebl 

Program and Promotion Manager 
Associated Program Service 
Sew York 



READING VS. LISTENING 

1 am interested in obtaining reprint 
copies of "Seeing vs. Listening" In 
Paul Lazarsfehl. The article appeared 
in sponsor several months ago. 

I have contacted Mr. Glynn here in 
Chicago, who tells me he does not 
have copies available. Would \ou be 
able to send me two copies of this 
study? 

TlIERESE MaCLIRE 
Foote. Cone & fielding 
Chicago 

• Reprint copies i>( Heading: vs. Listening arc 
still available in limited quantity. 



KUKLA LIKES IT ON NBC 

That was a splendid article on Mr. 
Leroy A. Van Bomel on page 16 of the 
2 January issue of sponsor, but the 
last paragraph made us a little sad. 
Kukla, Fran and Ollie are on NBC 
Television and we're so proud and 
happy for and about them that this J 
particular typo depressed us no end. 

Sydney H. Eiges 
Vice-President 
SBC 

\ civ J ork 



NEGRO DISK JOCKEYS 

It appears sponsor is the only source 
which has a compiled list of Negro 
disc jockey shows by stations. We'd 
like very much to have such a list, and 
will be glad to reimburse vou for 
charges, if any. 

Incidentally, 1 would like to add my 
comment that sponsor is doing a par- 
ticularly fine job in providing valuable 
and interesting material for the trade. 
Congratulations on an outstanding 
job! 

Vernon L. Morelock 
Vice-President 
JFinius-Brandon Co. 
St. Louis 



In some manner the issue containing 
Part 1 of your article "The Forgotten 
15,000,000" is missing from our files. 

We would like to have this complete 
article for one of our clients and would 
appreciate your sending us a set of 
tear sheets or a complete copy of SPON- 
SOR carrying this part of the article. 

William H. McHrcn 

Robert Kottuitz Advertising Inc. 

Setv Orleans 

• "Tin- I orKoKen 15,0(10. ()()()." dealing with 

the negro radio market, appeared in SPO.NSOIt 

issues of IO and 21 October, \<>t<). A few copies 
of these issues ere sti.I available. 




21 r ieh Ventral Nvir York 
4 ouniii s • JOr^OOO II Mil 
St a i inn Audivnw Families 

NBC Affiliate in Central New York 

HEADLEY-REED, National Representatives 



DO YOU NEED A VICE 
PRESIDENT IN CHARGE 
OF THE FUTURE? 

Seasoned Ihtsiness Forecaster 
can help you plan your 
future mores. 

Experienced . . . trustworthy in- 
terpretation of current events . . . 
realistic appraisal of what's com- 
ing — are the qualities which have 
contributed - over the past 18 
years to ni\ success for and 
with: 

A S100 Million Dollar Dept. 

Store; 
A Television Network; 
The Largest Specialty Steel 

Fabricator; 

A Leading Rayon Yarn Pro- 
d ucer : 

An Outstanding Electronics 
Company 

. . . and a host of others 

For an interview, please 
address Box 1 6. SPONSOR 



13 FEBRUARY 1950 



63 



SPONSOR 




Motorists love to listen 

Whether a man earns S3. 000 or 
$30,000 it's only human nature to fol- 
low the leader. 

Some categories of industry, notably 
food and drugs, were propelled toward 
radio as a logical and dominant adver- 
tising medium many years ago. Such 
astute advertisers as General Foods. 
Lever Brothers. Procter & Gamble. 
General Mills, and Campbell Soup dis- 
covered. \ear after year, that it did 
nice things to their sales curve to put 
the hulk of their media dollars into 
air advertising. 

Must soft goods national advertiser 
have since (aught on. 

The new car field is different. With 
few exceptions, the automobile manu- 
facturers have been as hesitant and 
dubious in their long-range broadcast 
thinking as have the railroads. 

W e attribute that to example. In the 
automotive field, nobody set it. 

Chevrolet nearly did a number of 
year.* ago with a transcribed series 
over 300 stations. Studebaker has 



shown air leadership and is reaping a 
reward. Oldsmobile. Ford. Chrysler, 
Kaiser-Frazer. and Chevrolet have, 
from time to time, poured substantial 
sums into the air media. 

But no pattern of constructive think- 
ing has emerged. Xoliody set it. Most 
of the efforts are short term and short- 
sighted. Ihe patience and fortitude 
that C. S. Johnson displayed during 
the years that it took for Fibber Mc- 
Gee & Molly to jell is nowhere evident. 

The saddest factor in all this is that 
broadcast advertising has proved it- 
self an ideal salesman under the con- 
ditions that the auto manufacturers 
currently face. 

The general buying public concedes 
the engineering excellence of practical- 
ly all American models. Styling is 
uniformly good. Prices are highly 
competitive. Ihe manufacturers un- 
derstand this and groove much of their 
advertising to specific tastes. 

To a startling degree, today's auto 
advertising resembles cigarette adver- 
tising in its emphasis on incidentals. 

Radio is a remarkably successful 
personal salesman. The manufacturers 
will learn how successful bv reference 
to their dealers throughout the nation. 
Radio is a friend in the home. It's a 
part of most women's lives, most chil- 
dren's, and of many men. With the 
distinction between models so delicate- 
1\ balanced, it doesn't take much to 
sway a prospective buyer in the direc- 
tion of the car his radio favorite rec- 
ommends. 

Auto manufacturers will use radio 
and TV during 1050 —a great deal of 
it. But it would be gratifying to note 
that il s no-in-and-out activity, that 
auto manufacturers are using the pow- 
er of the air to build good will over 
the long haul. 



This year we suspect that two or 
three leaders may set the example. 

Since the pre-war time when auto 
manufacturers last looked to advertis- 
ing for sales, radio has been growing 
. . , and piling up sales results. Radio 
is in a better position than ever before 
to help Detroit sell its ears. 

TV on its own 

A growing number of the nation's 
leading advertisers are affirming their 
regard for television as a distinct and 
separate advertising medium. 

In an interview with SPONSOR, a 
Lever Brothers spokesman reported 
that although Lever has earmarked 
$1,500,000 for TV in 1050. none of 
this money would he taken from other 
media. The advertising budget has 
been expanded to accommodate a new 
medium which does not substitute for 
any other. 

The 2 January SPONSOR reported a 
similar policy by Procter & Gamble 
(see page 62). Although P&G will ex- 
pand its use of TV in 1950, chiefly on 
an experimental basis, it will analyze 
the needs of each of its many products 
medium by medium to decide where 
the TV money should stem from. Af- 
ter analysis, it may come from news- 
papers, or magazines, or radio — or 
perhaps from a completely new source. 

This trend is good news to radio. 
Throughout most of 1040 advertisers 
were too frequently getting their bap- 
tism in TV at the unwarranted expense 
of the aural medium. Some of this 
will naturally continue, but the signs 
are clear and bright. 

After all. does an advertiser neces- 
sarily reduce his schedule in Life be- 
cause there's a job to be done in the 
Denier I'ost? 



Applause 



A job well done 

Its unusual for a publication to 
publiclv commend its own staff. 

But sponsor has never been known 
for faithfulness to tradition. 

I lie \oeman serv ice rendered the 
radio industry and this publication by 
Mile- David, managing editor, and 
Frank Bannister, senior editor, in the 
preparation of the Souvenir Issue of 
UUITMM, Til \T TU.ks warrants com- 



ment. 

Starling from scratch earh in De- 
cember. David and Bannister under- 
took the intricate task of building a 
standout issue around a single subject. 
They were detached from other duties 
and assisted by other members of the 
editorial department. But the plan- 
ning and follow through was theirs. 

They worked earl\ and late. Their 
ingenuity was amazing. Mow that the 
issue is out the result of their efforts 



can be asse-sed. We ll wrap up the 
mam enthusiastic comments in the 
words of one industry leader - ''1 didn t 
know an issue could be this good. This 
will drive the printed media boys 
crazy .' 

The industry is now making full use 
of the Souvenir Issue as a '"take home 
keepsake of the film, and the ."..000 
copies added to sponsor's normal press 
rim will soon be exhausted. The boys 
can be proud of their efforts. 
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Kansas City's rectangular PrimaryTrade Area, 
as shown on the maps, has been established 
by the Chamber of Commerce of Kansas City. 
The natural flow of trade to and from this area 
is dependent on Kansas City, the Trade capital. 
As a result, The KMBC-KFRM team has been 




The True Area is an 
East -West Rectangle 
ana. . . 

Only 

The KMBC-KFRM Team 
Covers it Effectively 
and Economically 



custom-built to provide complete, effective 
and economical radio coverage of the Primary 
Trade area, without waste circulation! That's 
why The KMBC-KFRM Team is your best buy 
inthe Heartof America! Contact KMBC-KFRM 
or any Free & Peters "Colonel" for full details. 



KMBC-KFR 





Team 



6TH OLDEST CBS AFFILIATE 



PROGRAMMED BY KMBC 



Switch to Escape ! 



Several million people know 
that a good way to get away 
from it all is to flip a radio 
switch and listen to "Escape." 

For "Escape" is a one-way ticket 
away from the humdrum. It's 
high adventure in far places, as 
told by the world's best tellers 
— in the tradition of Kipling, 
Conrad, Bierce, Stevenson, Poe. 

All this comes tidily wrapped 
in a CBS Package that's been 
steadily snatching high ratings 
right out from under the nose 
of top-Hooper comedy. 




Very good for a sponsor who 
likes to get away from it all 
— at a profit. 



